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BLITZ PUBLIC SERVICE BANDWAGON 
BRINGS A BETTER BEER 
MARKET TO OREGON 


FORD'S BOOKLET OFFER T0 20,000,000 
FAMILIES DESIGNED TO BUILD 
HUGE DEALER LIST 


WHAT'S WRONG WITH 
SERVICE STATION MAIL! 


@ Publicity Releases Must Sell 
@ How A Letter to Newspapers 
Helped Them Sell $250,000 of Space 


SEE CONTENTS PAGE 4 
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1. EMBOSSING: Up to 300 plates per hour! 
New light-touch operation! 


2. MODEL “KX’’ ADDRESSER: 40,000 names 
per hour can be produced for Dick, Horton, 
Cheshire or ordinary mailer strip. Prints and per- 
forates gummed labels at same rate. Proofs on 
wider paper. 

3. MODEL “EP’’ ADDRESSER: Up to 18,000 
pieces per hour from 3 x 5” to 9 x 12” including 
envelopes, cards, direct mail pieces, house organs, 
pamphlets and tabloids—up to 32 pages. 


4. MINIMUM FILING SPACE: Racks only 
184” square and under 6 high hold 50,000 
addressing plates. 


5. MAXIMUM SPEED IN SELECTING 
EXPIRATIONS: Up to 15,000 plates per hour 


6. GOOD SALVAGE VALUE ON PLATES: 
Pollard-Alling aluminum plates have high scrap 
value. 


7. FILING—DELETING: Approximately 20 
plates in alphabetical and geographical arrange- 
ment are in plain view of the operator—resulting 
in exceedingly fast operation. 


8. FAST—HIGH QUALITY ADDRESSING: 
Instead of the usual intermittent feed, the amazing 
high speed of Pollard-Alling Machines is obtained 
by the use of hinged plates which permit continu- 
ous feed! 


MANUFACTURING COMPANY 
224 West 19 Street, New York 11, N.Y. 
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another Mead Wove user speaks Up... 


"What do I like about Mead envelopes? 
They lay flat stacked!" 


A leading printer in Cleveland, Ohio, picked out this Mead 
Wove feature as an important one to him. Here's what he 

says: "Print shops like mine do a lot of envelope jobs by 
hand feeding through a job press. It means a lot when you can 
pile your envelopes high, like you can with Mead, and they'll 
stay stacked. Mead is easy to sell, too. Their reputation 

is as good as their name." 


Why not try Mead on your next envelope job? There's a Mead 
merchant near you. And remember, the new line of Mead Vellum 
Booklet Envelopes for annual reports and other prestige 

mailings is also available. Mead Wove envelopes are manufactured 
exclusively by Niagara Envelope Co., Buffalo, New York and 

Union Envelope Co., Richmond, Va. and Birmingham, Ala. 


apers 


MEAD PAPERS, INC., Sales Offices in Principal Cities...a subsidiary of THE MEAD CORPORATION, Dayton 2, Ohio 
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ENVELOPE 


TENSION 


ENVELOPES: 


more returns 
because they’re 
opened more 
often! 


. 


TENSION 
Display Window 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 

Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 
patch for smooth, snag-free 
insertion. 

Tension Envelope Corp. 

Campbell at 19th Street 

Kansas City 8, Missouri 
Please send me, without obligation, 
free samples of Tension Creative De- 


sign Display Window envelopes used 
by other firms in our field. 


Name 

Title 

Firm Name 
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Copy—by Orville Reed 
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FEATURES 


“Burrz” Pusuie Service Banpwacon Brines A Betrrer Market 


ro Orecon—Dudley Lufkin 


Pusuiciry Reveases Must Riback 


Com™MmerciaL Lerrer Service Wins P.L.A. Awarp anp CustoMers 


“Fine Art” Promotion Series 


Forp’s Bookier Orrer To 20,000,000 Famities Designep 


Huce Deacer List 


Wuat’s Wrone with Service Station Mait?—Paul J. Bringe.. 


How A Lerrer to Newspapers THem $250,000 oF 
Space—Edward V. Hall 


The Reporter of Direct Moil Advertising is published monthly at 229 West 28th Street, New York 1, 
N. Y. Subscription price is $6.00 a year. Second Class Mailing Privileges authorized ot Garden 
City, N. Y¥. and additional entry ot New York, N. Y. Copyright 1958 by The Reporter of Direct 
Mail Advertising, Inc. The Reporter is independently owned ond operated. in addition to thousonds 
ot reguler subscribers, ali Members of the Direct Mail Advertising Association receive The Reporter 
as on Associction service. Part of their annual dues poys for a subscription. 
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CaBUSINESS PROMOTION 


PUBLISHING OFFICES: 


224 Seventh Street 

Garden City, L. 1., N. Y. 

ae. our Ist birthday 

Publisher ee), in new and larger 

fe | space designed for 
ever more efficient 
direct mail creation 


M. L. Strutzenberg and counsel 
Business and Readers Service i t 
o our clients... 


Dudley Lufkin 
Field Editor 


G. M. Bornbusch 


Circulation 


come visit 
M. K. Coleman | us soon! 


Advertising and 


Merchandising Production 


EDITOR: 


Henry Hoke, Sr. 
3 Bluff View Drive 


Clearwater, Florida 


ADVERTISING OFFICES: 
NEW YORK 


John J. Patafio, Jr. 
224 Seventh Street 
Garden-City, L. 1., N.Y. 
Ploneer 6-1837 


MIDWEST 


J. K. Rotskoff 
605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 
H. L. Mitchell & Associates 
ee Lawrence G. Chait & Co., Inc. 


CUmberiand 3-4394 “America’s Creative Direct Mail Advertising Agency 
375 Park Avenue, New York 22, N. Y.* PLaza 1-7220 
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IS YOURS 
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MAIL ORDER 
Buyers, Inquirers 


and Prospects 


Here, at Mail Order List Head- 
quarters, is one of the world’s 
largest diversifications and 
selections of OUTSIDE LISTS 
for producing new mail order cus- 
tomers in volume. Many of these 
lists are overlooked and EXCLU- 
SIVE. They have produced thou- 
sands of desirable new mail order 
customers for original list owners. 


Right now, receive ABSO- 
LUTELY WITHOUT COST 
OR OBLIGATION, Mosely’s 
custom-prepared List Recom- 
mendations to help you SELL IN 
VOLUME. Simply send us in con- 
fidence a detailed letter. 


LIST SERVICE, inc. 
Mail Order List Headquarters 


Dept. R-58 


38 Newbury St., Boston 16, Mass. 


Charter Member National Council 
of Mailing List Brokers 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 


Direct Mail Advertising, 224 - 7th St., 


Ik YOU WANT TO KNOW why it 
pays to be honest get on the mail- 
from the 


You can do 


ing list for news releases 
Federal Trade Commission. 
so by writing a formal request to the 
agency at Washington 25, D. C. When 
you get the regular releases, read through 
them and you'll be more than slightly 
alarmed by the morals of some sections 
of the 


mail order \ recent News Summary 


business community, including 


release contained 32 pages of tightly-set 
text reporting on 94 different cases in 
fraud, untair 


volving misrepresentation, 


practices, etc Some of the cases join 

many different individuals and/or firms 

under one complaint. The FTC seems 

to be doing a good policing job when 

an industry can’t (or won't) police itself 


ADVERTISING EDUCATION scems 
to be a neglected stepchild in colleges 
and universities according to a re- 
port published by the Advertising Fed- 
America, 250 W. S7th St., 
19, N. Y¥ You can get a 


rhere 


eration of 
New York 
copy by writing to that address 
are 1,400 different 
900 in English; more than 1,000 in en 
gineering: 463 in home economics; about 


majors m scrence: 


78 in library science; and only 39 in 
advertising education. During 1957-58, 
the 39 institutions offering majors in ad- 
vertising graduated 800 students, 71° 
of them men. In these 39 programs, 67 
faculty 
vertising courses half-time or more. Only 
37 have had advertising experience. The 
AFA will attempt to get us further up 
on the totem pole with newly organized 
Advertising Educa- 
American 


members reported teaching ad- 


subsidiaries . the 
Foundation and the 
Advertising. 


) WE HAVE NOW LEARNED what is 
causing the long lists of fraud orders 
against foreign concerns appearing in 
nearly every issue of the Postal Bulletin. 
Most firms and individuals are located 
in Jamaica or England. Postal inspectors 
tell us that activity relates entirely to 
which are legal in country of 


tional 
Academy of 


lotteries, 


Garden City, N. Y. 


mail origin but are illegal here. The 
operators know there is easy money in 
the USA gullible 
they ship enormous quantities into the 


from a public, and 


country The lottery activity attracts 
criminals and riff-raff large and small 
Counterfeiting on a large scale is com- 
Fortunes are made, but not 
tickets. Postal 


constantly to 


monplace 

by those who buy the 

Inspectors are working 

stamp out the illegal rackets 
— 


eee 

It WOULD BE INTERESTING to 
know how many business concerns are 
using the NOMA Simplified Letter For- 
National Office 
Assn with 


Management 
Wiliow 


Grove, Pa., tells us they have a list of 


mat. The 


headquarters in 


approximately S00 names of users, but 
they feel this represents only a small 
percentage of actual users. If you don't 
know details, write to NOMA for their 
explanatory brochure. By eliminating all 
formal salutations, complimentary clos 


ings, unnecessary words and indenta 
tions at beginning of paragraphs 
typing time ts cut down considerably 
The saving in labor will help offset first 
class postage increases 


INTERESTING STORY in Septem 
ber 1958 issue of Postal Service News 
(house magazine of the Post Office De- 
partment) 
rates. A soap company dumped 3 million 
samples into the mail last three days of 
July. Some patrons even mailed their 
“Do not open 
Volume of mail on 


about the change over to new 


Yuletide greetings marked, 
until Christmas.” 
last day of July generally was up 25% 
above normal, but in New York it al- 
million pieces). 
In Indianapolis, volume jumped 59% 

in Washington, D. C., it was 31%. Short- 
paid letters on August I caused head- 
aches in many places. However, New 
York found only 1,000 in nearly 17 
million. In Roanoke, Virginia, 95% of 
letters in downtown boxes were short on 
postage. In Baltimore it was one-third; 
in Denver it was 30%; and in Washing- 
ton, D. C., one-fourth of the volume. 


most doubled (nearly 17 
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Mona Lisa by Leonardo da Vinci, per- 
haps the world’s most famous portrait, 
has generated more controversy than 
any other in history. Truly an enduring 
masterpiece in the field of art. 


... of Fine Business Papers 


The ALL NEW 


Atlantic 


EASTER . Now Genuinely watermarked for better printing impressions 


NEW PULPS NEW SHADE NEW PACKAGING 

Manifes, 
. Atlantic - The ALL NEW Atlantic Duplicator is now a Genuinely Water- 
marked paper with the Substance Weight, is a smoother sheet with 


a higher affinity for faithful impressions. A leader in every way for 
use in spirit duplicating machines. Lint free, precision trimmed and 
EXCELLENCE IN FINE PAPERS moisture controlled, it feeds easier, runs better, produces clearer, 
sharper copies. Outstanding in quality and craftsmanship, Atlantic 


tm, Duplicator is another masterpiece in fine business papers. 


Atlantic Duplicator is a modern business paper, made from fine pulps, in the finest 
and most modern mill in the industry. Electronically controlled Atlantic Duplicator 
assures you uniform quality for printing press and business machine reproductions. 


EASTERN FINE PAPER AND PULP DIVISION 
Standard Packaging Corporation 


Bangor, Maine + Mills at Brewer and Lincoin, Maine 
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Correspondence, statement, post- 
ge, saver, window, booklet, 


catalog, packaging. 


Waxed glassine in wide range of 
sizes and types. 


Leaders look to 


CUPPLES-HESSE 


for fine quality 
paper products 


Cupples-Hesse’s design and 
engineering departments have 
consistently solved difficult 
problems in producing fine 
quality paper products for many 
of America’s most prominent 
corporations. 


If you have a tough problem 
concerning the effective use of 
envelopes, tags, cups or waxed 
glassine bags, you'll find the 
answer at Cupples-Hesse. 


Cupples-Hesse’s creative staff 
will welcome the opportunity to 
work with you in developing 
paper products that will reflect 
the prestige and quality of 
your products. Write today. 

No obligation 


QUAL/>, 


“ 
"Since 

CUPPLES-HESSE CORPORATION 

4100 N. Kingshighway, St. Louis 15, Mo. 

EVergreen 3-3700 

CUPPLES-HESSE CORP. of Michigan 

3635 Michigan Ave., Detroit 16, Michigan 

TAshmoo 6-7360 

CUPPLES-HESSE CORP. of lowa 

1485 Keo Way, Des Moines 14, lowa 

ATlantic 8-5737 


But things down soon The 
Bureau of 
billion stamps 
passed) and August | 
Even then, 


of l¢ stamps 


quieted 
turned out 644 
May 27 (law 
(effective date) 
offices ran out 


Engraving 
between 


many post 
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HOW MANY OF YOU receive and 
read “Distribution Data Guide” pub- 
lished by the U. S. Department of Com- 
merce? It's a valuable tool for keeping 
in touch with all sources of information 
subjects in other 


Each 


from 16 to 20 pages of thumbnail de- 


on distribution 


words, marketing issue contains 
scriptions of current articles, directories, 
or government pamphlets available under 
classifications. Once in 


many different 


a while, The Reporter makes the grade 
for recommended reading. You can sub- 
scribe by ordering from Superintendent 
Documents, U. S. Government Print- 
ing Office, Washington 25, D. ¢ 


And well worth it 


Price 
is $2 per year 


eee 


NEWS FROM ENGLAND: Kay 
Murphy, managing director of Lingua- 
phone Institute Ltd., 207-209 Regent St., 
London W. 1, England (branches in 52 
countries) was recently elected president 
of the Women’s Advertising Club of 
This is a most exclusive club. 
restricted to SO of the 
Mem 
bership itself is a great distinction. Many 
DMAAers know and like Kay. While 
British DMAA, 
for our 1950 con- 


London 
Membership is 
top women in British advertising 


chairman of the 
came to New York 
vention and made a _ well-received ad- 
dress. She charmed everyone with her 
friendliness. Kay was born, 


Australia. In 


wit and 
raised and educated in 
America, she spent some time as sec 
to David Wark Griffith and then 
with McGraw-Hill Her first job in 
England was shortly after World War I 
Insti 


founder. She 


retary 


with the then new Linguaphone 


tute as assistant to the 
went up the ladder from there . . . and 
direct mail 


has been a real leader in 


circles. Some of you might like to drop 


her a note of congratulations 


eee 


THE NICKEL PENALTY on under- 
paid First Class mail has been delayed 
again until February 1, 1959. It 
first came into effect during July of 
1958 . but was postponed on August 
1 until October 31, to give people time 
to adjust to new Many protests 
about unfairness induced postal officials 
to make an additional postponement. 
The whole idea might be called off if 
enough people protest. Why soak the 


rates 
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among direct mail products... 


DIFFERENT! 


*“SEN-BAK is a patent applied for product of General Office Service Inc. * 527 6th St. NW * Washington 1 DC 


TH& PRODUCT WILL IT WORK FOR YOU ? 


The SEN-BAK unit consists of a window car- YES is the answer! SEN-BAK has been permanently accepted by many 


os rier envelope, a die-cut window letterhead, insurance companies, banks, pubiishers, mail order houses, manufacturers, 


and a business reply card, reply envelope, or 

4 alhapinnies distributors, retail stores, mutual funds, investment firms, loan associations, 
special order form bearing the name and 
address of the prospect. The reply piece ts 


fabricated to the letterhead—thus the one 


pharmaceutical houses, and fund raising groups. The versatility of seven 


different business reply formats make it fit in on practically all mailings. 
addressing shows through both windows—functioning as personalization for 


all three elements—the envelope, letter and the reply This feature guar THE COUNTRY'S FINEST ART AND COPY 


antees permanent positioning and easy tear-off. When assembled, Sen-Bak’s 


personalized elements tied in with headline copy, make it an extremely effec SEN-BAK provides its users with versatility in talent. Creative services are 


tive direct mail piece 
available—from both the SEN-BAK staff and from a nation wide free lance 


PRODUCED group of artists and copy writers—to best meet our customer's needs. 


The SEN-BAK mailing unit is produced with specialized high speed equipment 
for economy and precision handling. The reply piece is mounted without the RE PRODUCTION 


usual costly hand operations. Note: This product can be addressed through 


N nth 
the open window either before or after machine inserting in the carrier window All SEN-BAK letters and reply elements are handsomely lithographed in the 


envelope. Reply forms are designed to give you ample room for display copy. colors of your choice. Only the most competent craftsmen and the best 4 
Simple checking and easy tear-off features demand immediate response equipment are employed in the production of this product. 


MAILED 
TESTING 
SEN-BAK units have usually been produced for addressing by the user's own 


mailing department or mailing house. However, complete addressing and Testing of SEN-BAK is encouraged and recommended. Results speak for 
mailing facilities are available at General Office Service, Inc 


themselves. They are the basis for the amazing popularity growth SEN-BAK 
RECEIVED has enjoyed with budget-conscious experienced mailers. 


These functional features get action 


DELIVERY 


SEN-BAK deliveries are speedy and dependable. 


For over 34 years Geneia 
Office Service, Inc. has kept its customers happy with deadline delivery of 


quality work 


COSTS 


SEN-BAK is economical, having been mechanically produced throughout. Its 


unusual pulling ability gives you a bonus in low cost per reply. Prices and 
complete details are contained in the SEN-BAK KIT. 


The Sen-Bak kit gives you complete easy-to-use layout guides, 


expressive letters from users, and interesting samples. This kit 
is free for the asking, without obligation. It will be rushed to you 
by return mail, so write TODAY on your company letterhead. No 
representatives please. 


in the mail today . . . .... and... .. Om your desk tomorrow! 


S GENERAL OFFICE SERVICE ¢ INC 


The prospect's name and address show clearly for sure delivery. There’s no 
527 SIXTH STREET NW * WASHINGTON 1 DC «NA 8-5348 


slipping in the window! 
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recipient of a piece of mail for a mis- 
take on part of sender? Why S¢ penalty 
when post office can deliver an unpaid 
business reply envelope or card for the 
postage due plus a 2¢ fee? That 2¢ fee 
is now fixed by law 


ONCE AGAIN Harris-Intertype Cor- 
poration, 55 Public Square, Cleveland 
13, Ohio, has produced a beautiful an 
nual report for fiscal year ending June 
30, 1958. Twenty-eight pages and natur- 
ally, done by offset; six pages in full 
color: all the rest two-color. If you are 
interested in how interestingly an annual 
report can be prepared write to 
Advertising Director Bill Clawson. who 
might be willing to spare an extra copy 


RATE ON ODD-SIZE PIECES of 
Third Class mail was increased from 3¢ 
to 6¢ on August I, 1958. Was causing 
serious harm in certain fields, particu- 
larly in pharmaceutical and nursery. But 
in closing days of &8Sth Congress an 
amendment was included on a remote 
postal bill to defer effective date of 6¢ 
rate until May 1, 1959. President signed 
legislation, so 100° increase charge was 
stopped on September 2, 1958. Those 
hurt most should protest to Congress- 
men. Maybe you can get it repealed 


eee 


DO YOU NEED a wall chart for 
your office one that can be changed 
easily from one purpose to another? We 
remember during the war when an ad- 
vertising man’s ability to handle and 
display a chart beside his desk was the 
basis of judging whether he was qualified 


to tackle a top job in the Office of War to the medical and allied professions. 
Information (joke). Advance Press, 32 f It is a most complete and imposing 
Lake St., Addison, Ill, has an 18” x 24” looseleaf affair and must have cost a 
steel, enamel finish wall chart which can mint of money to produce. Contains 
be wiped clean and marked with a soft state counts of all subdivisions of med- 
crayon ical profession from chirepodists to vet- 


erinarians Included also ts section 


of mailing information brought up-to- 
LEWIS KLEID, president of Lewis date with new postage rates. Shortly 
Kleid Co.. 25 W. 45th St.. New York after Guide was issued & special sup 
36, N. Y., surprised the list and mail plement was mailed to include Alaska 
order fields during September by an- counts Incidentally, there are only 
nouncing to his staff and clients: “Effec seven veterinarians in Alaska compared 
tive immediately our office discontinues with 1.228 in California and 720 in 
practice of charging two commissions Texas 
on exchange of mailing lists. As an in- — 
eee 
SPEAKING OF ALASKA now 
that Alaska will become the 49th State, 


postal officials and Better Business Bu- 


dustry contribution to facilitate and ex 
pedite exchanges both mailers will share 
only single commission yet enjoy full 
broker services.” Sounds like a step in 
the right direction. Many exchange deals reaus are alert to the possibilities of 
have been by-passing the broker, with swindles which might accompany State 
the two swappers working direct hood. Slick promoters will be ready to 
capitalize on the allure of the name 
se ‘Klondike’ and the fortunes to be 


eee 
made There are always suckers ready 


FOR THOSE WHO WANT TO to buy a phony goldbrick or the Brook 

SAVE POSTAGE artist’ Ray Thomp- lvn Bridge. Already one firm has been 
2 

son, Box 134, Wyncote, Pa., has de- ordered to cease advertising non-existent 
signed a one-half inch reverse slug to iobs at $8-an-hour in Alaska. So 
print in color at top of message side watch out. Read mail carefully on any 
ot post card Wording in reverse reads vet-rich quick schemes 
‘Rapid Reply from Printer can then 


run your name and address at top right eee 


Ivs A LOT OF FUN checking 


It can be used on government 3¢ cards 
up with Reporter readers once in a while 


or on blank cards which can be put in 


envelopes. We intend to try them. Ray to 
thinking. And we run into some of the 


find out what they are doing and 


will send you a mat of design for two 


bucks strangest things not known before. For 


_ instance, got in contact with Allen Joe 

atiaaiind Park, 205 Taft Highway, Signal Moun- 
CLARK-O'NEILL, INC. 1) Broad tain, Tenn., to find out why he read 
Ave.. Fairview, N. J.. recently released The Reporter. Learned he its manufac- 
a new Guide a compendium of in- turing and selling an exact replica of a 
formation for all who use direct mail clock invented by Benjamin Franklin in 


TWO-WAY PROSPECT 


That's the only kind we've got on a Fairchild Mailing List. Because 


Fairchild lists contain the names of top executives in the retail and manu- 
facturing fields. They buy a variety of products and services for their 
businesses . .. and also for their own personal needs. It is an upper-income, 
executive market. Our lists cover the same fields as the famous Fairchild 


Publications. That’s why we can guarantee them to be 95° accurate. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publications 


7 EAST 12th STREET, NEW YORK 3 @ AL 5.5252 
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HANS HOLBEIN 


4 


multi Had you lived in Holbein’s day, 
have seen his paintings. They 


by millions bo ‘Today, through print and 
: resent, are reproduced in countless « nantities, made 
through avalahie to millions the world over. 

° What other method of communication can multiply the beauties 
print and paper 


of the past as economically, flexibly and faithfully as... paper? 
What other product serves you so of 


chances are you never would 
were enjoyed only by the few. 


paper, great masterpieces, past and 


ten so many ways? 


INTERNATIONAL PAPER 


4 
. 


to add life and charm to your printed pieces... 


. specify Oakleaf 

Cover. Here is paper 

with obvious character with texture 
you can feel. Oakleaf Cover combines 
extreme toughness with outstanding 
printing qualities. Embossed finish, coated 
one side, in white, ivory, gray, green, 
blue. Smooth finish, coated two sides, 
in white and ivory. Whether you're 
preparing a catalogue, annual 

report, insert, folder, menu, 

brochure or announcement... 

if you want a top quality job, 


be sure to specify— 


cover 


(smooth or embossed finishes) 


Other fine coated 
specialty papers by A. M. Collins 


(Division of international Paper Co.) 


Buckra Duplex Spanish 
Castilian Rippletuf 
Damascan Tough Check 


Fabratex Triflex 


your most dependable source of supply... 


INTERNATIONAL PAPER 


FINE PAPER @ BLEACHED BOARD DivVISION NEW YORK!7. N.Y 
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if 


Ben's was 


1777 


Only ditference 
powered by weights and pulleys, this 
one is electrical. Ben's original design 
for face is used. Only has one hand 
which moves just a quarter of a circle 
every hour. In order to tell time, you 
must eliminate the two hours on face 
which it cannot be. The remaining hour 
is correct, plus the minute scale shown 
by hand. We have one and it’s simple 
when you get acquainted. Of course, 
makes a wonderful conversation piece 
Write to Allen Park for details if in- 
terested 


eee 

) WITH ALL THE TALK OF UNEM- 
PLOYMENT we were glad to see 
a help wanted item in the September 
Alumni Newsletter of the University of 
Pennsylvania, Philadelphia, Pa Many 
employment opportunities for secretaries, 
clerical workers, librarians and assistants, 
research technicians, etc., for full-time per- 
manent work. Promotional possibilities 
excellent; working conditions pleasant; 
hours, holidays and vacations generous; 
tuition privileges offered to employees 
and their children Those interested 
should write or call at University of 
Pennsylvania Personnel Office. 3025 Wal- 
nut St.. Philadelphia 4, Pa 


eee 

IF ANYONE WONDERED why Ed 
Walker (Kozak, Inc Batavia, N. Y.) 
didn't show up at the St. Lous DMAA 
convention (which was unusual for him) 

Ed was on a slow boat around the 
world making 21 ports. Lands in San 
Juan November 22 then island hop- 
ping to his winter home in Palm Beach 
Most unique part of the trip is_ that 
he has been in touch with his mail or- 
der office in Batavia every day. through 
his own amateur radio phone which he 
also uses in Palm Beach. That's a won- 
derful way to have a vacation and run 
a business at the same time if you 
have money enough to buy the equip- 
ment and brains enough to pass the 
exams for a ham license 


WE'VE BEEN INTERESTED in a 
series Of mailings sent by Stanford Paper 
Co., 3001 V St.. N.E.. Washington 18, 
D. C. Mighty intriguing, especially for 
those who want to save money on print- 
ing. Each mailing (a letter and four- 
page circular) has the sample circular 
on a different tinted paper than its prede- 
cessor. Inside spread shows four reduced 
cover illustrations printed in a different 
color (other than black) using four grad- 
vations of Ben Day tint, 20-40-60-80 
plus solid. A good way to show how 
you can get two- or three-color effect 
with one run when “your printed mes- 
sage must be told lovingly, appealingly, 
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DIRECT 
MAIL 


With The Exciting New 
ALL PLASTIC 


rystal Mark 
#* the FRESHEST, 


most VERSATILE 
advertising speciality in years! 


It's here and it’s a proven 
success! It’s the COLORFUL, 
ATTENTION - GETTING, IN- 
DESTRUCTIBLE all plastic 
“CRYSTAL MARK” the ad- 
vertising specialty that spe- 


cializes in results! Only the 
“CRYSTAL MARK” is: 


e@ Brilliantly designed to deliver 
and re-deliver your sales mes- 
sage into the hands of your 
prospects! 

e@ So versatile it can be created 
to serve a hundred-and-one 
promotional uses! 

@ Tear and soil proof, guarantee- 
ng greater acceptance, reten- 
tion and exposure than ever 
before! 

@ Tremendously low in unit cost 

dramatically high in unit 
mpact! 


lf you use direct mail then there is a 
“CRYSTAL MARK” for your use. To put 
Americas newest advertising specialty 
to work fine yOu tom rrow get the 
complete story of the amaz ae differ- 


CRYSTAL MARK” tod 
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CRYSTAL-MARK ENGL 


eda product of 


Crystal Transparent Corp. 


MAKE US PROVE 
WE CAN IMPROVE | 
YOUR RETURNS 
Take one project — your most difficult La 
designing and producing acatalog 
introducing a new product 
* developing mail order sales 
dealer cooperative direct malt 


turn that project over to AHREND. 


ile a pleasantly surprised at the small investment ... the big results. 
Let’s talk it over. Call or write Herb Ahrend 
AHREND,.,, madison ave., n. y. 22 ¢ plaza 1-0312 


ASSOCIATES 


101 W. Forest Avenue, Englewood, N. J. 
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Contrary to 


popular belief - 


ANYBODY 


CAN WRITE 


DIRECT MAIL 


But selling by mail is 


something entirely 


different. When you're after 


inquiries, orders, a tangible 


result of any kind, you'll 


find it more profitable, 


more satisfactory, actually 


less expensive to use a 


specialist. The Buckley 


Organization, for instance, 


has had 36 years of 


experience developing the 


kind of sales messages that 


get read, believed, acted 


upon. For such firms as— 


International Business Ma- 
chines Corporation; National 
Geographic Society; Chilton 
Company, Inc.; J. B. Lippin- 
cott Company; Dictaphone 
Corporation; Selas Corpora- 
tion of America; R.O.H. Hill, 
Inc.; The Mead Corporation; 
The Mosler Safe Co. 


Phone Rittenhouse 6-0180, or write 


THE 
BUCKLEY ORGANIZATION 


Philadelphia National Bank Building 


Ph.ladelphia 7, Pennsylvania 


persuasively, even dramatically,” as the 


) BE SURE TO GET . 
not already received it . . . a copy of 
special issue of “Envelope Economies,” 
house magazine of Tension Envelope 
Corp... 19th & Campbell Sts., Kansas 
City & Mo. (and branch offices). It's 
titled: “tl S. Postal Guide, 1958 Edi- 
tion.” This Guide is really a complete 
Should be 
studied by all office personnel having 


letter says. 


if you have 


textbook on mail handling. 
anything to do with mailing. It not only 
explains all classes of mail, and the 
new rates, but includes helpful sugges- 
tions for finding saving possibilities, plus 
suggestions on formats. Parcel post zone 
chart is about the best we've ever seen 

designed like a road map cross index 
to find distances between cities. Congrats 
to all who participated in the production 


ANOTHER POSTAGE BOOK was 


received just as we were ready to go to 


press. This 48-page job is titled “Postage 
Economies and Mailing Methods” and is 
published by Cupples-Hesse Corp., 4175 
N. Kingshighway, St. Louis 15, Mo. (plus 
subsidiaries in Michigan and lowa, with 
branches in many cities). Complete ex- 
planation of all classes and rates. There 
is also a 12-page section giving results of 
various format and color tests. Well worth 


having. And it’s free 


eee 
| CONGRATULATIONS to Andy Lenz, 
the direct mail man, Lenz Letter Service. 
Inc., 1448-A Merchandise Mart, Chicago 
54, Ill., for the bangup job he has done 
in frequent bulletins to tell his prospects 
and customers how they can counteract 
increased postage rates. Some of the 
material was taken from The Reporter's 
Impact Survey, for which we are grate- 
ful. The word needs to be passed around. 
Andy is a good crusader and if you 
write him, he may have some extra 

copies to spare 

eee 
MAX KRAM is back in_ business 
again in Miami, Fla., using the name of 
“Religious Products of America.” Now 
sending unordered plastic, four-inch high 
statues of the Virgin Mary containing 
a magnet which enables it to stick to 
automobile dashboards. Asks $1 from 
Catholic recipients who in paying think 
they are helping their church. But they 
are not. Catholic officials are protesting, 
saying the “junk” ts worth only 10¢ or 
1S¢. Post Office says it can't do any- 
thing about it. Kram has been in and 
out of the news since 1955. In 1956 


14 


he was forced out of business by a Post 
Office fraud order. Kram started a new 
racket in 1957 but went bankrupt. Now 


he is at it again 


eee 
LAS’ MONTH we commented on 


the danger of mass dumping of Third 
Class mail at the end of the year to 
beat the $5 per thousand, January |, 
1959. increase. Suggested a survey \ 
survey has already been made by Lewis 
Kleid of Lewis Kleid Co., 25 W. 45th 
St. New York 36, N. Y.. among the 
largest users of direct mail in the coun- 
try. Report of survey indicates: 42% 
ot recipients will defer usual year end 
mailings until after January | to avoid 
jam-up: 38° however will mail in 
December. either as a matter of prac- 
tice or to save $5 per thousand; 3% 
will mail in January and December tr- 
respective of postage increase; 17° are 
not concerned because they do not ordi- 
narily mail at this time of year 


— 
eee 

SOME PEOPLE who were uncon- 
cerned while the postage rate increase 
battle was going on are now waking up 
to the hard facts of how much the bite 
is affecting them. State and county gov- 
ernments will be hit heavily for mailing 
tax forms. licenses, etc. Public utilities, 
department stores, insurance companies, 
banks. etc.. will be hardest hit in mail- 
ing statements. We'll all suffer eventually 
in higher rates and higher taxes. And 
this at a time when the government is 
urging everyone to hold the line on in- 
flation. But not the “Summerfield Infla- 


tion.” 


RUMORS ARE AROUND that Post- 
master General Summerfield is already 
laying plans to have a new postal in- 
crease bill introduced in 1959 session 
of Congress. Wants a S¢ First Class rate 
additional increases on 
Doesn't like the $260 
“public 


with possible 
Second and Third 
accounting credit for 


Says it’s not compatible with 


million 
services.” 
“sound business practices.” Well 

what business could run with half its 
customers either not paying anything or 
paying less than cost of production? 
Suppose we'll all have to get ready for 
another long, drawnout battle on The 
Hill. The Detroit car dealer seems to 
be determined to price some of us out 


of business 


eee 
|} FRIENDS, the external picture house 
magazine for Chevrolet owners, came 
out with a beautiful special issue last 
month. The Chevrolet customer publica- 
tion was devoted entirely to “America’s 
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\ Pure water is basic in 
1 the making of fine bright white 
paper, Rising tapped a 
stream hundreds of feet below 
the ground, and built a 
reputation on it. This deep 
Artesian source is insulated 
against temperature changes 
the year ‘round... free of sand 
and silt. The rock through which 
it cuts its bed mineralizes our 
hidden stream naturally. It is this 
unique resource that enables 
Rising to make its new 
Winsted Glo-Brite brighter, and to 

. assure you it will stay brighter, 

4 long after the printed piece 
has left the press. Specify Rising’s 
Winsted Glo-Brite for uniform 
weight, absolute flatness and 

printability, for press performance 


¥ to meet your most critical 


y standards. Sheet after sheet, it’s 
y “Fine Paper at Its Best”. 


RISING PARCHMENT [100% CF* BONL R NG BOND AN f OND [25% CF] e LINE 
MARQUE [25% CF WRITING] ¢ NO. 1 INDEX [100% CF 1ILLSDALE WEDDING & BRISTOL 
Rising 25% CF] © PLATINUM PAPER & BRISTOL [25% CF] * WINSTED WEDDING & BRISTOL * WINSTED 
GLO-BRITE VELLUM, BRISTOL, TE SOVER AND TECHNICAL PAPERS *COTTON FIBER 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 
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PIN POINT 


your prospects 


A market is dynamic! New 
companies, new demands, 
new people —these and other 
changes keep your salesmen 
groping for the right prospects. 
But, with a direct mail program 
tailored to your needs, you pin 
point valid prospects...give 
your salesmen profitable leads 
to increased business. 


Direct mail selects the 
companies — the people —who 
are ready to respond to your 
salesmen’s efforts. It slashes 
selling costs, reduces 

selling time. 


Give your salesmen the right 
kind of direct mail support 
by calling on the creative 
experience of the 

Hickey Murphy Division of 
James Gray, Inc. For some 
important points about direct 
mail, write for a free copy of 
the informative booklet, 
How To Put Action Into Your 
Direct Mail. 


Progress and Promise.” An inspirational 
picture story about the country’s dynamic 
growth and future. Special distribution 
was given the October issue, in addi- 
tion to its usual mailing of more than 
1,500,000 copies. Incidentally, Friends 
itself has played an important part in 
the dynamic growth of the external 
house magazine field. Since its introduc- 
tion 20 years ago, the magazine has 
covered all phases of American life 
won many honors and awards. Edited 
by J. H. Warner, Friends is now pro- 
duced by Ceco Publishing Co., a sub- 
sidiary of Campbell Ewald Co., Detroit. 
— 
eee 
33 PREMIUM IDEAS are packed 
into a smart-looking, pocket size booklet 
published by Eureka Specialty Printing 
Co. Title indexed on 44 pages, the 
ideas cover promotions ranging from 
low-cost giveaways to sales incentive 
programs. Special uses in direct selling, 
installment buying, fund raising and 
traffic building are also covered. You 
can get a copy of the compact premium 
idea starter by writing to Eureka’s Rus- 
sell J. Preston, Jr. at 530 Electric St., 
Scranton 9, Pa. 
— 
eee 
|} THE ROSKAM CO. of Kansas City, 
Mo. is offering advertisers Co-Op Mail- 
ings to 100,000 Workbasket magazine 
expires every month. Advertisers parti- 
cipating in the mass mail order miail- 
ings supply art and copy...Roskam 
handles, the whole package-printing, in- 
serting. addressing, mailing. Format of 
the combined mailings is standardized, 
mostly descriptive two-color reply cards. 
W. Atlee Burpee Co., Olson Rug Co., 
American Hosiery Mills, Tonemaster 
Mfg. Co. and others are using the me- 
dium. Cost of the Co-Op Mailing serv- 
ice ranges from $12.50 per M for re 
mittance style envelopes. You can get 
more information from Oliver Roskam 
at Box 855, Kansas City, Mo 
eee 
THE FRUITS OF EARLY PLAN- 
NING are being harvested this month 
by National Distillers Products Co., 99 
Park Ave.. New York 19, N. Y. N.D. 
kicked off its 1958 holiday merchandis- 
ing program for Old Grandad, Old 
Taylor, Vat 69 and other products back 
in August...with a booklet mailing to 
60,000 retailers from coast to coast. The 
booklet was ttled Plan Now To Make 
Your Holiday Business Big Business. 
The 26-page publication gave retailers 
31 ways to improve gift liquor business 
included a 4-point program for mak- 
ing local gift suggestion mailings. But 


THE HICKEY MURPHY DIVISION 
OF JAMES GRAY, INC. 


216 East 45th Street. New York 17, New York + MUrray Hill 2-9000 


the distillers’ main advice, “start early” 
seems to have moved the retailers into 
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“Solved one of our 
worst personnel problems!” 


“We only get out five mailings a year—but in a small 
office like this, those mailings used to murder us! We had 
to take girls off their regular jobs, use bookkeepers and 
even salesmen to stuff envelopes. It raised cain 

with our work, and it took a week to get things back 

to normal. That small Pitney-Bowes Folding & 

Inserting Machine was a lifesaver around here— 


and paid for itself in no time.” 


The new Model 3300-FH, a low-cost unit designed for 


the smaller office. folds and inserts in 


envelopes single enclosures at speeds up 


to 4,000 an hour. It handles practically The “3300” (shown 
with Pitnev-Bowes 
FH folding machine 
combines with any 
PB folder, or can be 
used hy itself as 


anything—checks, letters, cards, 


invoices, bulletins, even sheets stapled 
together. Multiple enclosures are taken care 


an inserter 


of by extra runs through the machine. It does 


away with costly hand folding and inserting. 


It is set without tools and is so easy to operate, any 


girl can learn to use it in minutes. Has automatic feed. 
Automatic stoppage for faults prevents jamming or tearing. 


The *3300-FH” is so convenient, such a work saver, and 


disposes of mailings so rapidly .. . that even with only 


occasional use it shows worthwhile savings in any office. And 


it permits far wider use of the mails to promote your product 


or service. Call the nearest Pitney-Bowes office for details. Or 


Other advantages of the 3300-FH 


send coupon for free illustrated literature, and “case studies” 


@ Only nationally sold and serviced combined 
folder and inserter on the market. 


FREE: Handy Desk or wall chart of new postal 
rates with parcel post map and zone finder. 


@ The 3300, as an inserter by itself. is the 
lowest priced inserter available. 


®@ Handles enclosure sizes (after folding) up to 
87s by inches 


Mode! 3100, with six optional stations, 


inserts up to six enclosures at speeds to 


@ Automatic feed with continuous load, stops 
to prevent jamming or tearing 


6,000 an hour. Offers optional hookup with 


a PB postage meter mailing machine 


' 

PrtNey-Bowes, INC. 

| ld 5760Crosby St., Stamford, Conn. 

= PITNEY-BOWES Folding 

Send free illustrated booklet and case 

» ° studies on PB Folding & Inserting Machines; 

= & Inserting Machimes eae ci: 
' 

Made by the originator of the postage meter... 107 offices in the : ; 

U.S. and Canada, with nationwide service coast to coast. a Address 8 

Jan 
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5 seconds ago 


just another name on 
your direct mail list 


Now — he’s a real live sales prospect. 
Prodded by a compelling Reply-O-Letter to pull out 


and mail the Built-In reply card. 


No writing —not even a “fill-in” required. 


5 seconds is all the time it takes. That's about all the time 
a “direct mail name” will give you. Awareness of this 
is the reason Reply-O-Letter successfully increases 


clients’replies 30 to 50°. 


Reply-O-Letter is dynamic, door-opening sales- 
lettermanship. Every detail — letterhead, headline, 
Ist paragraph, compelling close, and convenient 
pre-addressed reply — stimulates the reader’s impulse 
to act-now. It’s an art we've spent 25 years mastering. 
Our staff of skilled letter writers and artists will 
help you fashion your appeal to today’s 


busy prospects. 

Any user will tell you about the 
wonderful results he gets. Write on 
your letterhead for free booklet: 
“The 3 R's of Direct Mail.” 


REPLY-O-LETTER 


1 Central Park West, New York 23, N. Y. 


Sales Offices: 


New York * Boston Chicago Detroit Cleveland Toronto 


beat-the-gun action. With a full selling 
month before Christmas still ahead, N.D 
already predicts this year’s gift sales 
will be greatest in the company’s his- 
tory. 


— 
eee 

NEENAH PAPER COMPANY'S new 
white bond and onion skin papers were 
given a dramatic “white” direct mail in- 
troduction. ..in a three-piece mail cam- 
paign to 2,100 merchant salesmen. First 
piece was a blank post card. When 
dipped in water, copy appeared reading 
“What's more than white?” Second mail 
ing was a tiny light bulb which glows 
in the dark This was followed by a 
magic writing pad. All of the pieces 
dramatized to salesmen that “Neenah 
Papers are more than white.” 


eee 
DILLON-AGNEW, the foreign mail 
ing service for American advertisers, ts 
growing in both popularity and personnel 
LEP has just completed a 1'2 million 
American mailing from London, others 
from Amsterdam and Switzerland, as well 
as Parts. And John Dillon, creator of 
beautiful travel promotion for Air France, 
has resigned from the airline to join 
Howard Martin and David Agnew in the 
venture. Dillon will work in Paris with 
Martin, a former Account Executive at 
Fuller, Smith and Ross. Incidentally. 
you should get their free newsletter from 
Europe. Periodically mailed from six dif 
ferent countries in Europe, it will cover 
direct mail ideas and information abroad 
You can get on the newsletter list by 
writing to David Agnew who heads LFP’s 
American headquarters at 6 East 45th 
Street. New York, New York. 


eee 


LEONARD J. RAYMOND, president. 
Dickie-Raymond, Inc., Boston, was one 


of 113 passengers aboard the first com- 
mercial jet flight on October 26. Pan 
American's new 707 jet liner brings Paris 
to just 642 hours away. LJR will travel 


Germany and England, and will leave 
London November 17th aboard Pan Am’s 
inaugural London to New York run using 


707° 
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Universal Size Phillipsburg Inserter ttachment 


What’s new 
in mechanized 
mail inserting ? 


Punch-Card Attachment 
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3 new developments in Phillipsburg Inserters! 


Bell & Howell Phillipsburg Company, pioneer and world-leader in mechanized 
mail processing equipment, is busy designing and engineering new machines for 
every mailer, large and small. Here are only three exciting new developments in 
Phillipsburg Inserters— more are on the way! 


1. NEW Universal Size Phillipsburg — Now, one machine can handle all insert sizes from 5%" x 
3%" up to 11%" x 8%"! Provides accurate, fast vacuum feed, adjustable speed motors, full double- 
insert detection at every station. Ideal for publishers, department stores, brokerage firms, other mailers! 


2. NEW Open-Feed Station Attachment — Allows fast hand feeding of loose inserts or bulky 
enclosures, such as punch cards, sales slips, capsules, cards, many types of samples... with all 


other advantages of a stuffing machine! 


3. NEW Punch- Card Attachment — Now, punch cards are stuffed by the Knife Edge principle, 
the system used on all punch-card machines for accuracy, regardless of hole positions in card! 
Do you have an inserting problem? _— 


Ask us to help you solve it. Send Coupon... Bell & Howell Phillipsburg Co., Phillipsburg, N. J. 


Send more information on 


PRODUCTS (ROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
(0 and Mailing Machine Company 


(mailing problem) 
___ Universal Size Phillipsburg - Open-Feed Attach- 
ment Punch-Card Attachment 
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Does it make sense for a local company serving a strictly regional 


market to launch a nationwide promotion program? This devoted 


Vorthwest brewery thinks so. And they're proving it . . . with a clever p. r. 
campaign that skips product chest-pounding to nationally 


promote their state’s many benefits and opportunities. The results? 


“BLITZ” PUBLIC SERVICE BANDWAGON 


BRINGS A BIGGER BEER MARKET 


TO OREGON 


I think that | will never see 


{ poem lovely as a tree 


HESE FAMOUS LINES by one of New 

Jersey's most famous residents 
have had a special meaning this year 

. in Oregon. Trees have been im- 
portant as well as lovely to residents 
of Oregon in general. the Blitz-Wein- 
hard Company of Portland in partic- 
ular. 

Blitz-Weinhard is Oregon's oldest 
and only brewery founded in 
1856, three vears before the state was 
admitted to the Union, by Henry 
Weinhard. Their product is Blitz 
beer. a brew made with pure Cascade 
water and northwest grown hops and 
malt. It is only sold regionally in a 
primary market area of Oregon. and 
southwest Washington . . . with a 
secondary market area of eastern 
Washington and western Idaho. 34 
distributors cover the primary area 
and 13 handle the secondary area . . . 
but there are no sales in highly popu- 
lated Puget Sound. Seattle or Ta- 
coma, 

Blitz Weinhard’s big stake is in 
Oregon. 

Their Portland headquarters and 
plant at 1133 W. Burnside Street 
spreads over three city blocks. 150 to 
200 employees (depending upon the 
season) draw an annual payroll well 
over $1 million. The brewery’s pur- 
chases in Oregon supplies, services 
and equipment totals more than $2'. 
million per year. The plant itself rep- 
resents a greater than $5 million in- 
vestment. And as a closed corporation 
with majority stock owned by Oregon 
residents, Blitz-Weinhard pays state 
and federal taxes of more than $2 
million. 

More recently, the beer company 
has also acquired a big stake in local- 
ly grown trees .. . which have grown 
into a promotion format that has 
made a spectacular, Joyce Kilmer- 


Joyce Kilmer 


by Dudley Lufkin, field Editor 


like impression all over the world. 

It all began back in 1956 when 
Blitz-Weinhard celebrated their LOOth 
Anniversary with almost six months 
of lively. interesting plant tours, spe- 
cial dedications, radio broadcasts and 
other events .. . plus publication of a 
beautiful anniversary booklet which 
featured an actual metal can of Blitz 
tipped-in. 

So when the state of Oregon began 
making plans for the state’s own LOOth 
Anniversary next year. it was only 
natural that Blitz should participate. 
But because their brewery anniversary 
of 1956 was so successful. Blitz-Wein- 
hard management decided to do much 
more than “participate”. 

They decided to soft-pedal product 
advertising and launch a dramatic 
public service program devoted en- 
tirely to promoting the state of Ore- 
gon... its attributes, its resources 
and its opportunities. They decided 
to lead a bright and colorful “Oregon 
Bandwagon” promotion program . . . 
nationwide. 

Throughout most of this year the 
Blitz “Bandwagon”. piloted by vice 
president Bill Wessinger and public 
relations director C. P. “Cork” Mob- 
ley has become an inspirational sym- 
bol for all Oregonians . . . a vehicle 
of statewide enthusiasm for the up- 
coming Centennial. 

Blitz’s first coast-to-coast promo- 

tional blitz in Oregon's behalf began 
in March when a special Oregon sec- 
tion in The New York Times blos- 
somed out with a big ad headline: 
KEEP TIMES SQUARE GREEN! 
A modest reforestation proposal from Ore- 
gon’s largest and only brewery as a fitting 
prelude to Oregon's 1959 Centennial Cele- 
bration. 


Continuing with some of the best 
“mail order” beer copy ever written, 


the ad explained that no one in New 
York could get Blitz: 
You couldn't afford it. Supposing you ra 
tioned yourself to one bottle a day: the Air 
Mail alone would stagger reason. For that 
kind of money you could move to Oregon 
and enjoy Blitz postage-free for the rest of 
vour life. And some life. You'd love it . 

Then. the copy led to a special 
offer: 
To you stranded unfortunates 
you are we will send, absolutely free. 
an Oregon Do-It-Yourself Kit: an Oregon 
fir tree and directions for planting. If you 
don't have a yard or a window box you 
might set them out in pots on the street, 
theugh not under marquees; they grow to 
be a couple of hundred feet tall. 

\ similar ad (shown on_ these 


wherever 


pages) also appeared in The Neu 
Yorker magazine. And ads in 23 
newspapers throughout Oregon told 
local citizens: 

Here is your chance to make some non 
Oregonian’s life green and meaningful: to 
create a little corner of Oregon somewhere 
Out There. Just fill in the coupon at the 
bottom. You'll get the credit, and we'll do 
the rest. 

The Oregon Do-It-Yourself Kit  of- 
fered by the brewery consisted of an 
eight inch Oregon Douglas fir seed- 
ling packaged in polyethylene and 
corrugated board for protective mail- 
ing. Attached to the package was a 
small. humorous instruction book 
printed on heavy green stock. It told 
“How To Plant A Tree” and what 
could be expected of the Oregon fir in 
the way of growth. It would grow to 
200 feet in 200 vears. said the book- 
let... at which time Blitz would send 
the owner a special citation. 

Results of the Blitz-Weinhard tree 
offer were immediate . . . and tremen- 
dous. During the first few weeks, 
coupon requests poured in at the rate 
of more than 1,000 per day. The ads 
in Oregon newspapers brought in 
9,000 coupons, the New York Times 
ad pulled more than 8.000 and the 
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Vew Yorker resulted in another 8,000. 
Even more staggering was the fact 
that the offer itself generated well 
over 25,000 additional requests by let- 
ters, postcards, phone calls, telegrams 
and other means. When Blitz finally 
stopped the mass tree offer advertis- 
ing in May (because tree survival 
chances aren't good if planted after 
then) they had mailed 80.000 Do-It- 
Yourself Kits to every state in the 
U.S. ... as well as 73 foreign coun- 
tries. 

Fulfillment mailing was handled for 
Blitz by John B. Woods & Son, Ore- 
gon’s only commercial nursery. The 
mail order nursery was set up for 
volume operation . . . packing seed- 
lings in dampened porous paper, seal- 
ing in polyethylene bags. adding a 
wooden stiffener and corrugated pro- 
tector. attaching instruction booklets 
and pre-addressed mailing tags .. . 
and mailing. 


Truman Will Run For 
President Again 


While Blitz never expec ted the huge 
avalanche of requests for their trees. 
they didn’t expect to hear from count- 
less commenting consumer “copy- 
writers” either. Everyone seemed to 
enter into the humorous, off-beat 
spirit of the Oregon offer. Hundreds 
of cute and clever letters from all 
over the world matched wits with the 
tone of the copy in both the ads and 
the instruction booklet. 

Among them was an acknowledg- 
ment from a famous letter writer 
named Harry S. Truman... who an- 
nounced that he was going to run for 
President again. Mr. Truman wrote: 
A Mr. John Herderm who listed no return 
address, evidentiy was responsible for your 
sending me that fine Oregon fir tree. It is 
being planted on the grounds of my new 
library, and I only wish I could be around 
when it reaches full growth 
When I am 90, however, I expect to run 
again for President, and will look forward 
to resting between campaign trips in the 
hammock which you promised could be 
swung from the tree by that time. 

Sincerely, 


Harry TruMAn 


A Second Impressive Promotion 


The second powerful promotion 
excursion for the Blitz Oregon Band- 
wagon began when brewery officials 
noticed an item in the Portland news- 
papers. It announced that last year a 
total of 2,335 Oregon citizens had ap- 
plied for foreign travel passports, 
while only 414 aliens had become cit- 
izens in the state. 

Blitz-Weinhard became determined 
to counter this apparent “loss” of lo- 
cal population. So following up their 
successful tree offer, they created 
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1433 WEST BURNSIDE STREET PORTLAND OREGON 


Our 103rd Year 
July 28, 1958 


BULLETIN TO ALL ORDGON CHAMBERS OF COMMERCE: 


Re: ‘Passports to Oregon 


the best traditions of our “tree program, community achieve- 

: development, and our billboard program promot ing 
Blitz-weinhard Company has embarked on another zany, off- 

‘stranded’! out- 


In keeping with 


ward f 


call attention to Oregon and invite people 
o our Centennial next year. 


cope you have seen our advertisements (July 23 in every Oregon daily news- 
pape r and the week of July 2@th in 66 weekly newspapers) offering the pass- 
. Already, we've received requests for more than 10,000 of them. A 

large number of requests have come from people who are delegates to a con- 


n or people connected with a group that is hosting a convention. 


norts 
por 


vent 


i 


to youe The Chamber of Commerce 


It is in this connection that I am writing , ; 

is the first place people usually stop when they want something to promote 

the state. If you would like to refer peopie to us for “Passports for F: 

them to take with them to conventions, we'll be more than happy to supp.y 

them. 

Also, if you would like to keep a few on hand in your office to hand out 

to tourists, visitors, etc., please let us know how many you can use and 

we'll send them right away. 

I have enclosed a reprint of the newspaper advertisement and a sample of a 
ring you are the “Jorld's Greatest 


the passports along with a card proving 
Oregonian” providing you send out the two passports and then 
your name on the “WOO card. OK? 


fill in 


We hope a lot of people will have a lot of fun sending out these passports. 
Wetve got to beat out those Californians, Texans, etc. and make people more 
Maybe these passports will help. We know the trees 


conscious of Oregon. 
we sent out helped. 


Let us know if you need passports or know of someone with a ‘mass rescue’ 
project. Let's get “operation immigration” on the road and sell Oregon. 


Best regards, 


Cork Mobley, Manager 
Public Relations 


To build wide distribution for their “Passports To Oregon,” Blitz-Weinhard has sent pinpointed 
direct mail bulletins like this one to Oregon industries, women’s clubs, labor leaders, veterans. 


and other organizations through the state. 


Following their successful free tree campaign, Blitz Weinhard is now widely distributing 
this “Passport To Oregon.” (This actual passport makes you an “Honorary Citizen,” recognized 
by The Reporter, which this month is “absolutely The World’s Greatest Oregonian’’). 


PASSPORT TO OREGON 


N° 77644 


THIS CERTIFIES THAT 


is worthy of a visit to @regon and the 1959 Centennial Celebration 
and, furthermore, as a resident of a state recognized by Oregon, is 
invited to enjoy the privileges of Honorafy Citizenship. 


Issued by 


WORLD'S GREATEST OREGONIAN 
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Does it make sense for a local company serving a strictly regional 


market to launch a nationwide promotion program? This devoted 


Vorthwest brewery thinks so. And they're proving it . . . with a clever p. r. 
campaign that skips product chest-pounding to nationally 


promote their state’s many benefits and opportunities. The results? 


“BLITZ” PUBLIC SERVICE BANDWAGON 


BRINGS A BIGGER BEER MARKET 


TO OREGON 


I think that | will never see 


1 poem lovely as a tree 


HESE FAMOUS LINES by one of New 
Jersey's most famous residents 
have had a special meaning this year 

in Oregon. Trees have been im- 
portant as well as lovely to residents 
of Oregon in general, the Blitz-Wein- 
hard Company of Portland in partic- 
ular. 

Blitz-Weinhard is Oregon’s oldest 
and only brewery founded in 
1856, three years before the state was 
admitted to the Union, by Henry 
Weinhard. Their product is Blitz 
beer, a brew made with pure Cascade 
water and northwest grown hops and 
malt. It is only sold regionally in a 
primary market area of Oregon. and 
southwest Washington . . . with a 
secondary market area of eastern 
Washington and western Idaho. 34 
distributors cover the primary area 
and 13 handle the secondary area .. . 
but there are no sales in highly popu- 
lated Puget Sound. Seattle or Ta- 
coma, 

Blitz Weinhard’s big stake is in 
Oregon. 

Their Portland headquarters and 
plant at 1133 W. Burnside Street 
spreads over three city blocks. 150 to 
200 employees (depending upon the 
season) draw an annual payroll well 
over $1 million. The brewery’s pur- 
chases in Oregon supplies. services 
and equipment totals more than $2!. 
million per year. The plant itself rep- 
resents a greater than $5 million in- 
vestment. And as a closed corporation 
with majority stock owned by Oregon 
residents, Blitz-Weinhard pays state 
and federal taxes of more than $2 
million. 

More recently, the beer company 
has also acquired a big stake in local- 
ly grown trees ... which have grown 


into a promotion format that has 
made a spectacular, Joyce Kilmer- 


Joyce Kilmer 


like impression all over the world. 

It all began back in 1956 when 
Blitz-Weinhard celebrated their LOOth 
Anniversary with almost six months 
of lively, interesting plant tours, spe- 
cial dedications. radio broadcasts and 
other events ... plus publication of a 
beautiful anniversary booklet which 
featured an actual metal can of Blitz 
tipped-in. 

So when the state of Oregon began 
making plans for the state’s own LOOth 
Anniversary next vear, it was only 
natural that Blitz should participate. 
But because their brewery anniversary 
of 1956 was so successful. Blitz-Wein- 
hard management decided to do much 
more than “participate”. 

They decided to soft-pedal product 
advertising and launch a dramatic 
public service program devoted en- 
tirely to promoting the state of Ore- 
gon... its attributes, its resources 
and its opportunities. They decided 
to lead a bright and colorful “Oregon 
Bandwagon” promotion program . . . 
nationwide. 

Throughout most of this year the 
Blitz “Bandwagon”. piloted by vice 
president Bill Wessinger and public 
relations director C. P. “Cork” Mob- 
ley has become an inspirational sym- 
bol for all Oregonians . a vehicle 
of statewide enthusiasm for the up- 
coming Centennial. 

Blitz’s first coast-to-coast promo- 

tional blitz in Oregon’s behalf began 
in March when a special Oregon sec- 
tion in The New York Times blos- 
somed out with a big ad headline: 
KEEP TIMES SQUARE GREEN! 
\ modest reforestation proposal from Ore 
gon’s largest and only brewery as a fitting 
prelude to Oregon’s 1959 Centennial Cele- 
bration. 


Continuing with some of the best 
“mail order” beer copy ever written, 


by Dudley Lufkin, field Editor 


the ad explained that no one in New 
York could get Blitz: 
You couldn't afford it. 

tioned yourself to one bottle a day; the Air 
Mail alone would stagger reason. For that 
kind of money you could move to Oregon 


Supposing you ra 


and enjoy Blitz postage-free for the rest of 
And some life. You'd love it . 
led to a special 


vour life 

Then. the copy 
offer: 
Te you stranded unfortunates 
you are we will send, absolutely free. 
an Oregon Do-It-Yourself Kit: an Oregon 
fir tree and directions for planting. If you 
don't have a vard or a window box you 
might set them out in pots on the street, 
though not under marquees; they grow to 
be a couple of hundred feet tall. 

\ similar ad (shown on_ these 
also appeared in The Neu 


w hereve 


pages | 
Yorker magazine. And ads in 23 
newspapers throughout Oregon told 
local citizens: 

Here is your chance to make some non 
Oregonian’s life green and meaningful: to 
create a little corner of Oregon somewhere 
Out There. Just fill in the coupon at the 
bottom. You'll get the credit, and we'll do 
the rest. 

The Oregon Do-It-Yourself Kit  of- 
fered by the brewery consisted of an 
eight inch Oregon Douglas fir seed- 
ling packaged in polyethylene and 
corrugated board for protective mail- 
ing. Attached to the package was a 
small. humorous instruction book 
printed on heavy green stock. It told 
“How To Plant A Tree” and what 
could be expected of the Oregon fir in 
the way of growth. It would grow to 
200 feet in 200 vears. said the book- 
let .. . at which time Blitz would send 
the owner a special citation. 

Results of the Blitz-Weinhard tree 
offer were immediate . . . and tremen- 
dous. During the first few weeks, 
coupon requests poured in at the rate 
of more than 1,000 per day. The ads 
in Oregon newspapers brought in 
9.000 coupons, the New York Times 
ad pulled more than 8.000 and the 
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New Yorker resulted in another 8,000. 
Even more staggering was the fact 
that the offer itself generated well 
over 25.000 additional requests by let- 
ters, postcards, phone calls, telegrams 
and other means. When Blitz finally 
stopped the mass tree offer advertis- 
ing in May (because tree survival 
chances aren't good if planted after 
then) they had mailed 80.000 Do-It- 
Yourself Kits to every state in the 
U.S... . as well as 73 foreign coun- 
tries. 

Fulfillment mailing was handled for 
Blitz by John B. Woods & Son, Ore- 
gon’s only commercial nursery. The 
mail order nursery was set up for 
volume operation . . . packing seed- 
lings in dampened porous paper, seal- 
ing in polyethylene bags. adding a 
wooden stiffener and corrugated pro- 
tector. attaching instruction booklets 
and pre-addressed mailing tags... 
ind mailing. 


Truman Will Run For 
President Again 


While Blitz never exper ted the huge 
avalanche of requests for their trees. 
they didn’t expect to hear from count- 
less commenting consumer “copy- 
writers” either. Everyone seemed to 
enter into the humorous, off-beat 
spirit of the Oregon offer. Hundreds 
of cute and clever letters from all 
over the world matched wits with the 
tone of the copy in both the ads and 
the instruction booklet. 

Among them was an acknowledg- 
ment from a famous letter writer 
named Harry S. Truman . . . who an- 
nounced that he was going to run for 
President again. Mr. Truman wrote: 
A Mr. John Herderm who listed no return 
address, evidently was responsible for your 
sending me that fine Oregon fir tree. It is 
being planted on the grounds of my new 
library, and I only wish I could be around 
when it reaches full growth. 

When I am 90, however, I expect to run 

again for President, and will look forward 

to resting between campaign trips in the 

hammock which you promised could be 

swung from the tree by that time. 
Sincerely, 

Harry TruMAN 


A Second Impressive Promotion 


The second powerful promotion 
excursion for the Blitz Oregon Band- 
wagon began when brewery officials 
noticed an item in the Portland news- 
papers. It announced that last year a 
total of 2,335 Oregon citizens had ap- 
plied for foreign travel passports, 
while only 414 aliens had become cit- 
izens in the state. 

Blitz-Weinhard became determined 
to counter this apparent “loss” of lo- 
cal population. So following up their 
successful tree offer, they created 
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1833 WEST BURMSIDE STREET PORTLAND OREGON 


Our 103rd Year 
July 28, 1958 


BULLETIN TO ALL ORSGON CHAMBERS OF COMMERCE: 


Re: ‘Passports to Oregon 


h the best traditions of our ‘tree’ program, community achieve- 


In keeping wit F chie 
ment award for industrial development, and our billboard program promoting 

onan ty events, Blitz-Weinhard Com has embarked on another zany, off- 
beat program to call attention to Oregon and invite people “stranded: out- 


ide of Oregon to our Centennial next year. 


yu have seen our adv ments (July 23 in every Oregon daily news- 
in 66 weekly newspapers) offering the pass- 


f 
000 of them. A 


I v 
paper and the week of July 22th 


h 
ports. Already, we've received requests for more than 10, 
large number of requests have come from people who are delegates to a con- 
vention or people connected with a group that is hosting a convention. 


It is in this connection that I am writing to you. The Chamber of Commerce 
when they want something to promote 


is the first place people usually stop w : 
the state. If you would like to refer people to us for “Passports for 
© take with them to conventions, we'll be more than happy to supply 


Also, if you would like to keep a few on hand in your office to hand out 
to tourists, visitors, etc., please let us know how many you can use and 
we'll send them right away. 


I have enclosed a reprint of the newspaper advertisement and 3 sample of 
the passports along with a card proving you are the -“Jorld's Greatest 
Oregonian” providing you send out the two passports and then fill in 


your name on the “WGO" card. OK? 


We hope a lot of people will have a lot of fun sending out these passports. 
wWetve got to beat out those Californians, Texans, etc. and make people more 
Maybe these passports will help. We know the trees 


conscious of Oregon. 
we sent out helped. 


Let us know if you need passports or know of someone with a “mass rescue’’ 
project. Let's get “operation immigration on the road and sell Oregon. 


Best regards, 


(Yoke 


Cork Mobley, Manager 
Public Relations 


To build wide distribution for their “Passports To Oregon,” Blitz-Weinhard has sent pinpointed 
direct mail bulletins like this one to Oregon industries, women’s clubs, labor leaders, veterans. 


and other organizations through the state. 


Following their successful free tree campaign, Blitz Weinhard is now widely distributing 
this “Passport To Oregon.” (This actual passport makes you an “Honorary Citizen,” recognized 
by The Reporter, which this month is “absolutely The World’s Greatest Oregonian”). 


OREGON GROU 


1. LANGUAGE: English is understood 
You will pick up Oregonian words 
4S you go along. Like Cascades 
Mountains), Centennial (1959 6 
and Blitz (Beer 

2. NATIVES: Fraternization is encour 7 
aged 

3. PHOTOGRAPHS: No more than 500 
colored pictures may be taken of 
any ome strategic Cascade Gran 8 
deur or Smiling Native 

4. TRINKETS: 2,000 pound limit 3. 


5. LEGAL TENDER: Dollars are still 10. | 


BLITZ-WEIF 
Oregon's largest and only B: 
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KEEP TIMES SQUARE 


(A MODEST REFORESTATION PROPOSAL FROM OREGON'S LARGEST & ONLY BREWERY 
AS A FITTING PRELUDE TO OREGON’S GLORIOUS 1959 CENTENNIAL CELEBRATION) 


Just picture what reforestation will do for Times Square! Cool and green, teeming 
with game, salmon swimming up-Pepsi Cola sign to spawn. Why, it’ll be a little 
corner of Oregon! But let’s start at the beginning... 


The name of our Beer is Blitz. Perhaps we'd better spell it out for you so you won’t 
claim later that you got us confused with some other beer because we mumbled. 
Please pay attention now: B-L-I-T-Z. “Beer” is spelled just the way it sounds. 


It’s hard to say what good this priceless knowledge will do you because you haven’t 
a prayer of getting Blitz in New York or wherever it is you live; unless you live in the 
Northwest, which we doubt. Especially we like to think of you as living in New York, 
probably because we’ve always wanted to get ourselves a nice, old city with marvel- 
ous possibilities and do things with it. One thing we won’t do is sell you our mag- 
nificent Beer of the Bright Cascades (as we say) although it’d very likely be the 
making of you. 


You couldn’t afford it. Supposing you rationed yourself to one bottle a day; the air- 
mail alone would stagger reason. For that kind of money you could move to Oregon 
and enjoy Blitz postage-free for the rest of your life. And some life! You'd love it. 
Oh, yes you would, too. 


We realize that some of you may not be able to come to Oregon right this minute. 
To you stranded unfortunates—wherever you are—we will send, absolutely free, an 
Oregon Do-It-Yourself Kit: an Oregon Fir tree and directions for planting. If you 
don’t have a yard or a window box you might set them out in pots on the street*, 
though not under marquees; they grow to be a couple of hundred feet tall. Please 
let us know where you decide. 


=< * Like in front of Lindy’s; a delicatessen that 
may in summer wear a nest of robins in its hair. 


a SEND FOR YOUR FREE TREE TODAY! 


Blitz-Weinhard Company 
1133 W Burnside Street, Portland 9, Oregon 


Dear Blitz: 
I'd love an Oregon Fir, please send one. I'll let you know where | plant it and 
how it’s doing. Give my very best to the gang. Sincerely, 


Name 

Addr 

City State 

P.S. You understand why | can’t come to Oregon right now—! can’t get out of 


thet thing on Thursday. I'll be there for the ‘59 Centennial you can bet. 


| 
By, 
| 
\ ~ | 
| q | | 
‘ 
— 


This full page ad in The New Yorker maga- 
zine announced Blitz-Weinhard’s “modest re- 
forestation proposal” an offer to send 
their Oregon Do It Yourself Kit (Oregon Doug- 
las fir tree and directions for planting) to 
anyone sending in the coupon. A similor ad 
ron in o special New York Times Oregon 
section. And others, offering to send “gift” 
kits to Oregonians’ friends anywhere in the 
country, appecred in 23 Oregon newspapers 
“Passports to Oregon” . to be sent 
to “stranded unfortunates” living in 
the other 48 states 

Created in the same light-hearted, 
humorous vein as the tree promotion. 
the passports are heavily promoted in 
all media throughout Oregon. News- 
paper ads offer to provide any Ore- 
gonian with quantities of the cards. 
As “Absolutely The World's Greatest 
Oregonian.” they sign and mail them 
to friends and relatives all over the 
eountry making them “Honorary 
Citizens” and inviting them to Ore- 
gon’s 1959 Centennial Celebration. 


Pinpointed Direct Mail Effort 

Large quantities of the passports 
have also been distributed through 
pinpointed mailings handled by Tay- 
lor & Company, Blitz-Weinhard’s di- 
rect mail agency in Portland. Special 
bulletins to industrial. retail. fraternal. 
charitable and promotional groups 
throughout the state offer bulk quanti- 
ties of the passports for distribution 
to organization members. Point of 
sale poster cards. with return coupon 
pads for passports, are also placed in 
stores and other heavy traflic areas. 

Results of this nationwide effort 
have been just as successful as the 
tree promotion. In the first two weeks 
alone. requests for Passports to Oregon 
totaled more than 30,000. And as a 
continuing program, thousands more 
of the promotional cards are still be- 
ing mailed all over the country by 
Oregon residents. 

In addition to Blitaz-Weinhard’s 
double-barreled tree and passpert pro- 
motions, the Bandwagon has literally 
taken to the highway. Blitz billboards 
in New York. Chicago. Dallas and 
Los Angeles are now promoting 31 
Oregon fairs. festivals, pageants. ro- 
deos and other events to be held dur- 
ing the Centennial. 


Campaign Is Already Successful 

Another important facet of their 
Bandwagon program is the first An- 
nual Blitz- Weinhard Community 
Achievement Award for industrial 
development. The initial award was 


won by the towns of Eugene and 
Hillsboro, where a progressive job of 
bringing more industry and more 
people into the community has al- 
ready been successful. 

And Blitz’s free counsel and assist- 
ance to all communities. promoted 
largely by direct mail. is making more 
friends for Blitz. 

The idea of a regional firm promot- 
ing their state nationally makes plen- 
ty of sense to this livewire firm. Their 
casting of public service bread upon 
the waters is well worth the expendi- 
ture. As J. M. Rothchild. president ot 
the 102-year-old firm. explains it: 

“We. like many others. have been 
guilty of undue modesty or just 
plain shortsightedness where our state 
is concerned. We've got plenty to be 
proud of, but more of us in industry 
need to speak up louder and oftener. 
especially with our Centennial veatr 
coming up. That's what we're doing. 
and we have a plan to cooperate with 


any group who shares these same feel- 


ings. 


You Are An “Honorary Citizen” 


Even though both Texas and the 


new state of Alaska are still getting 
“big” attention, the feelings of Ore- 
gonians are being heard through the 
“fir curtain” through a mail or- 
der type. public service program. 
Our feelings are that not since Jinx 
Falkenberg became the first “Miss 
Rheingold” or Bert and Harry Piel 
began their TV antics has there been 
a beer promotion as good as this one. 
That's why The Reporter is making 
vou an “Honorary Oregon Citizen” 
this month with the actual Blitz- 
Weinhard passport hound into this 
article. We hope you ll have a chance 
to use it next vear. If so, please follow 
the “Oregon Ground Rules” . . . as 
vou sip Blitz Caseade beer. and watch 
the growth of beautiful Oregon's 200 


foot trees, 


When you've got something you think is “big news” 


for editorial pages of the trade or consumer press, remember .. . 


PUBLICITY RELEASES MUST SELL 


by Milton Riback, 


Vilton Rihack Publi 


JUST WON AN AWARD.” 
shouted the ad manager to 
his secretary. “Type out some press 
releases.” 

And Miss Jones. knowing that five 
trade publications received their re- 
leases. typed an original and _ five 
carbons. One was for her file 

This may not have actually hap- 
pened ... but its not too far from 
realitv. Firms educated to the need 
for retaining specialists for direct 
mail and other forms of advertising 
and promotion still view publicity as 
a form of “pay-off” or “free adver 
tising” from publications where they 
advertise, or are potential advertisers. 
And many who know better still fail 
to fully grasp the purpose of an over- 
all and continuing public relations 
program. 

The mechanics of publicity pro- 
grams are, for the main part. essen- 
tially direct mail operations. 

The bulk of publicity placements 
are achieved through the medium of 
press releases. No matter how broad 
or complex your program, or how 
simple and confined, the application 
of a few basic rules culled from the 
principles of good direct mail pro- 


Relations. New York 


cedure can measureably increase the 
success of your publicity efforts. 


A Step-By-Step Procedure 


The four mayor guideposts in your 
publicity direct mail concept are: 


l. Your mailing list: Editors are your 
customers.” You've got to ‘sell” them 
your stores, news 


Your story: must be categorie to their 


needs 

}. Appearance and tormat: direct mail 

ind news releases must be read in order to 
do their jobs 

1. Vailings: how often and how regularly: 
when and why 


Let's examine these step-by-step: 
First, a good publicity list can’t be 
bought. While there are many excel- 
lent directories, these can be no more 
than a starting point on which to 
build your list. You must build your 
media lists in much the same way 
as you build specific direct mail 
lists... from customer files, inquiries, 
and a knowledge of the customers’ 
\i.e.. editors) needs. 

Start with a vertical list. Examine 
the magazines in the fields where 
youd normally advertise your prod- 
uct. If they reach vour markets 
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Reporter's Note: The subject of this article is one often 
overlooked by many companies in their efforts to sell 
@ product or institutional story via the ed:torial men- 
tion. Many public relations men fail to realize that edi- 
tors must be sold. There are too many examples of 


the list). 


(whether they're trade and business 
magazines or consumer publications). 
they are logic al publicity outlets for 
news of your products, for news 
about your company. 

To this basic 
newspapers and regional public ations. 


magazine list, add 


Your own local papers should be 
kept informed of your activities. of 
developments in your company 
for this concerns the general business 
activities of your community. Then. 
for newspapers in other areas where 
you have distribution, local dailies 
are interested in news of products 
locally available. (Their 
news columns are interested in 
appointments ol salesmen or dealers. } 

You may continue to add to your 
list, to make it truly horizontal. Add 
publications in fields where you feel 
your product has application or 
potential. In this way, you're using 
publicity to research these markets 
...testing before you advertise. De- 
pending on your needs, you may 
finish with a list of no more than 
twenty or so publications... or may 
end up with hundreds of carefully 
coded plates for various types of 
editorial distribution. 


busi ness 


Determining Editorial Needs 


In direct mail, your letter must 
have specific reference to the needs 
of the customer. So, too, with editors. 
A women’s page editor would have 
no interest in the fact that you're 
producing a rotary grizbone for the 
removal of impurities from chemicals 
circulated through a_ hydroflange. 
She'd use the story, however, if the 
grizbone was being incorporated into 
a home washing machine to act as an 
improved lint filter. 

You can determine the editorial 
needs of a publication by seeing what 
they use editorially. When you do 
send them stories that you know fit 
their needs . . . keep the stories simple. 
In a product release, for example, 
write it as you would a good sales 
letter. Cut down the superlatives. 
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publicity handling made by people who would never 
dream of treating their prospect or customer direct mail 
that way. Milt Riback is a fellow who knows his way 
around both hard selling direct mail and purely com- 
J municative public relations. He has been doing well with 
j a monthly “Plus Profit’ Publicity newsletter designed to 
sell ad agencies his services. (Write to Milt at 6 E. 39th 
Street, New York 16, N.Y. and ask him to put you on 


Eliminate glossy, meaningless claims. 
Just present the facts. Include what 
the product is, what it does, who 
makes it, who sells it, and its cost. 
Period. 


Simple Physical Appearance Best 


Your release physically should also 
be as simple and dignified as the 
most straight-backed business letter. 
It is the news you offer alone that 
must attract the editor. Gaudy letter- 
heads, two and three color paper and 
ink combinations, unusual forms and 
enclosures are strictly taboo. Read- 
ing and editing your press release is 
part of the editor's job. But don’t 
make this job difficult...the waste 
basket is quite near. 

Use a standard 814” x 11” page. 
Most editors’ files are standard size. 
so don't compound his filing prob- 
lem. The form may be a plain sheet, 
or one preprinted with the firm name 
and the fact that it is “NEWS.” But 
don’t try to overpower editors with 
how much you've spent on printing. 

Be sure the release carries the 
company name, address, and the 
person to be contacted for further 
information. If an editor has ques- 
tions—and can’t locate you at once 
he may not feel it worth the bother 
of checking directories to find you. 


” 


Processing Is Important 


Stories may be typed (no carbons), 
mimeod, any process you like... as 
long as it’s clean. Leave plenty of 
margin on top, sides and bottom... 
to allow for editorial notations and 
instructions. And always double space 
the copy ...on one side of the paper 
only. 

If your copy should run more than 
one page, have your name, address, 
and story identification on each page, 
plus page numbers. 


What About Photos? 


Photos and captions are important. 
But no stapling for these. Tape or 
glue captions to the bottom of each 


photo print. (Again, name and ad- 
dress, for identification and possible 
follow-up, must be included.) 

Send 8” x 10” glossy prints. While 
most publications can use a 5” x 7” 
or a 4” x 5”. editors prefer to see 
and handle an 8” x 10”. 

Your picture is for editorial use 
catalog shot. Wherevei pos- 
sible, add the element of showing the 
product in use. As to retouching... 
the lighter. the better. 
touchers seek to have an air-brush 
field day and convert photos into line 
drawings. 

Use sturdy chipboard 
stiffeners. and send your releases and 
photos by Ist Class Mail. (If you 
feel it has news value. and if you 
want the editor to accept it as such 

. don’t water down your release’s 


(Some re 


photo 


effectiveness by using a lower rate 
of postage. 
Frequency & Quantity 

A release should not be sent unless 
you have something to say ...some 
thing the editor will want to read 
(not something that sits well with 
the president of your firm). Remem 
ber too, you’ve got enough competi- 
tion from other firms without fighting 
yourself with several releases to com- 
pete for the editor’s attention. You 
might have news for different columns 
or sections of a publication. .a 
product story and a sales manager's 
appointment, for example. But even 
when you feel 
worthy for each issue of a magazine, 
don't overpower the editor with 
volume. Pick your strongest and most 
important story and try to place just 
that one. 

Continuity, however, is imporiant 
as in any direct mail program. Keep- 
ing editors advised of news about 
your company helps establish identi- 
fication. Although it is poor practice 
to overburden editors with too many 
releases, you're doing yourself an in- 
justice if you fail to send enough... 
as long as the material is of possible 
use. 

Finally, as in everything else, rules 
are made to be broken. Many success- 
ful publicity release campaigns violate 
all the rules of good common sense 
practice. But these are the result of 
work by professionals who know how 
to follow the rules... and know when 
and how to risk breaking them. Learn 
to do it the right way. Then, if there 
be an occasion for something drastic. 
you can risk a change in formula. 

But do it! You'll find good pub- 
licity a most rewarding and essential 
tool in your marketing program. @ 


youve something 
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Spectacular art, creative copy. beautiful paper, and professional production 
builds an outstanding lettershop campaign in Texas as .. . 


COMMERCIAL LETTER SERVICE WINS P.I.A. AWARD 
AND CUSTOMERS WITH “FINE ART” PROMOTION SERIES 


ust As the shoemaker’s son goes 

barefoot, many lettershops don't 
demonstrate their prowess in direct 
mail promotions of their own. Others, 
however. have become well known 
and well booked with business . . . by 
showing what they can do, explaining 
their services, in smart-looking, smart 
selling self promotion. 

Among the more progressive shops 
in the latter group is Commercial 
Printing & Letter Service, Inc. of 
Dallas. Texas. Commercial recently 
completed a series which not only won 
many new customers, but also cap- 
tured a Printing Industry of America 
“Benny” Award . . . for outstanding 
printer's self-promotion. 

The campaign was truly outstand- 
ing sae & spectacular seven-piece se- 
ries originated by John Lowe. Com- 
mercial creative salesman. Lowe’s idea 
was to put their best foot forward... 
demonstrating how Commercial was a 
distinctively creative shop by present- 
ing the best possible copy, art, paper 
and production. 

Carefully created with a soft-sell, 
sophisticated approach, the theme of 
the series centered on the fact that 
Commercial shop was a firm that 
knew how to “wed knowledge with 
daring’ when it came to creating 
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sales promotion results. They proved 
it by telling their story in a striking 
Chinese motiff . . . relating the clever 
“Tales of Cho-Sen.” 

The seven pieces shown here were 
mailed First Class to Commercial’s 
list of 1.517 regular customers and 
prospects in and around Dallas. 

The first two folders, mailed two 
weeks apart, were both teaser pieces 

. carrying no other identification 
other than the initials CPLS. These 
were followed by four more mailings 
at two week intervals . . . each a rich- 
looking folder telling more and more 
about “Cho-Sen.” 

While all of the pieces were distin- 
guished by their brilliant Chinese il- 
lustrations in the modern, fine art 
vein, the final mailing was the most 
visually impressive of all. It featured 
a dramatic, king-size dragon illustra- 
tion . . . making a dynamic, lasting 
impression for the whole “Cho-Sen” 
series. 

Careful planning and production 
from layout pad to mail box — was 
one of the big reasons this lettershop 
campaign was so successful. Careful 
attention was given to color, paper 
selection, and printing. The first six 
folders were gang run on 23” x 30” 
sheets of Lee Paper Company's Teton 


Text . . . with three matching colors 
printed on both sides. The final 
dragon mailing, a large and colorful 
flat tip-on format. specially 
printed on Stevens Nelson Japanese 
Natsumi paper a rich textured 
oriental parchment. 

Nieman Marcus Company in Dal- 
las, no stranger to rich-textured pro- 
motions themselves, called this one 
“good enough to frame.” (Which is 
exactly what many on the list have 
done.) And even the first two non- 
identity teaser pieces had their re- 
sults. Mayflower Warehouses in Dal- 
las went over the first two teaser 
pieces try ing to dope out who “CPLS” 
was. They finally identified it as Com- 
mercial, called the shop and asked for 
30 extra pieces. Today, Mayflower is 
a new CPLS customer. 

The spectacular campaign has 
brought in other new customers, too 

. and is still remembered by 1,517 
businessmen in Dallas. Commercial’s 
campaign is a good example of what 
lettershops can accomplish when they 
creatively demonstrate their services 
in a quality promotion. 

More lettershops in other areas 
should do this type of selling. Maybe 
not as big, maybe not as spectacular, 
nor maybe not as rich. Just remem- 
ber. Dallas is in Texas! @ 
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Ford. 


One of the largest single mailings this year is 


{Meter 


now in the mails ... will reach 70% of U.S. families 


who represent 90% of discretionary buying power. 


FORD’S BOOKLET OFFER TO 20,000,000 FAMILIES 
DESIGNED TO BUILD HUGE DEALER LIST 


N OCTOBER 22ND. Ford Divi- 

sion of Ford Motor Company 
launched one of the most extensive 
campaigns in direct mail history. Inte 
the Post Office that day went the first 
of staggered mailings which will total 
LO 000 pieces by the middle of 
this month. 

Sent to selective families in all Ford 
dealer areas, the mailing is a smart- 
looking letter. return card and en- 
velope ... a unique car sales approach 
that links straight automotive promo- 
tion with a big mail order offer. And 
while Ford’s marriage to mail ordet 
is less than a month old, it’s already 
producing a fabulous return. 

The offer has all the elements of a 
giant hook promotion, typical of the 


successful “certificate” type mailings 
made by Readers Digest, Book of The 
Vonth Club and other publishing 
magnets, Ford is offering—for 10¢ 

an information-packed, — full-color 
book titled “The Buyer's Digest of 
New Car Facts.” With more than 35 
different comparison articles, the 96- 
page book is published by Ford “for 
the car buyer who wants all the facts 
before reaching a purchasing deci- 


sion. 


Copy Tested Many Ways 
Copy in the offer letter was tested 
more than four different ways in 
many test mailing cities. The most 
successful version used in the 20.- 
000,000 mailing is headlined: “Ford 
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invites you to invest one dime in this 
brand new. full-color, 96-page NEW 
CAR FACTS BOOK.” After telling why 
the book will help any new car 
buver. the letter closes with this fa- 
miliar, action-getting refrain: “Slip a 
dime into the red “pressure sensitive” 
slot on the enclosed certificate. ( Your 
dime will stick easily.) Check your 
address to make sure it’s correct. and 
mail the ecard in the postpaid Busi- 
ness Reply Envelope that’s provided.” 


Fulfillment Girls and Presses 
Are Busy 
The mailing package is being han- 
dled for Ford by O. E. McIntyre. Ine.. 
of Westbury. New York. During the 


past few weeks a battery of girls has 


: 
‘ 
® 


PACK- 
letter, 


FORD'S MAIL ORDER MAILING 
AGE: Two-color, 


cover reprint of book offered, return 


well-tested 


cord certificate with pressure sensitive 


strip for holding dime, and square, 


two-color return envelope 


been busy with returns. They re work- 
ing full shifts, plucking dimes off the 
pressurized tape Melnty re put on re- 


turn certificates some time ago. 
The letter. card and 
ope as well as the Buyer's Digest it- 


return envel- 


, self are being produced by Western 
Printing & Litho Company in Pough- 
keepsie. New York Thev ve gone 


through tons of paper for the mailing 

a offer and expect to keep presses 
rolling throughout the month to ful- 
fill Buyer's Digest orders that are now 
pouring into Melntyre. 


Draw Conclusion On Results 


While actual returns to date are a 
well-kept secret in Detroit. early test 


and general mailing returns up to now 
point to bewween 1 and 2 million 10k 


book orders. Or as an authoritative 


Ford spokesman put it: “Our goal is 
to get as many orders. reach as many 
million. 


people as we can. over | 


We're well on our way. and you can 


draw vour own conclusions.” 


A Double-Assist Objective 


Ford's far-reaching mail order ap- 
proach could hit 
near 2.000.000 


a return hovering 
. because the offer 
is both informative and appealing. 
It's Ford’s all-out answer to the pub- 
lies demand for facts. including 
prices, before investing in a new car. 
It profiles new models. prices, options 
and accessories, trade-in values 

and gives features about operation 
and maintenance which the prospec- 
tive buyer should have before making 
a bee-line lo the Ford's 
overall objective is to assist the new 


show room 


car buyer in two important areas. As 
Lee A. 
: ager explains it: 
“First. The Digest will inform the 
layman in an 


lacocea. car marketing man- 


entertaining. easy-to- 

read manner about new 
ally. and about the 
methods of purchasing. operating and 
maintaining them. It also will explain 
the many 


cars gener- 


most successful 


models. 

available 
through Ford so that the consumer 
can easily identify the particular 
model and the specific items of equip- 
ment which will best satisfy his 
needs.” 


combinations of 


options and accessories 


Mr. lacocea also savs one of the 


most revolutionary points about the 
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Wilson B. Prophet (left) Mcintyre and E. W. Bruckner, Northeast Region Ford 
Division Representative, examine one of the mailing pieces, which were shipped 


by truck to district post offices in cartons to protect the mail from damage. 


Buyers Digest is iis pricing informa- 
tion. “All prices and costs are promi- 
nently displayed . from a luxurious 
Thunderbird to a license plate guard, 
every presented Is priced.” he 
explains. 
Melnty re 
LBM 


million 


maintains individual 
cards by name and address on 
American families. the 70 
percent of the population with 90 
ol the 


including 


percent discretionary buying 


power most new cal 
buyers, 

In selecting 20 million families for 
the Ford Buyer's Digest offer. Meln- 
tyre used its newly-developed system 
h 


of “multi-stage selectivity” in 


Ford dealer's trading area. The svs- 
tem is based on information the direct 
mail firm maintains for all its mar- 


kets: 


ing. percentage of home ownership 


income, type and value of hous- 


and length olf residence. educational 
level, and sex of the head of the 
household. 


How Dealers Will Benefit 


In addition to supplying new cat 
buyers with accurate 


information on which to base buying 


necessary and 


decisions, the Buyer's Guide program 
will supply Ford dealers with an in- 


fide, 


rrospective customers expressing an 
| 


valuable list of bona current 


interest in purchasing a new car by 


requesting a copy of the guide. 


Not only will MeIntvre be able to 


supply Ford dealers with an accurate ae 

list of prospec tive customers. but 
through several added features. the Ba a 
Buyers Guide should persuade the 
customer to make direct contact with is 


a lon al Ford dealer. One ol the fea- 
A-B-C. card 
Ford and all 
options and accessories, with prices. 


tures is a unique insert 


which lists every “59 
By checking the model and options 
sections A and B. the 
buyer has the approximate price of 
his new car at hand. 


he wants in 


Therefore. the prospective customer 
enters the retail 
informed buver 


showroom as an 
who has checked all 
the facts and has had ample time to 
make the correct de« ision. And... 


New car buvers who present the 
\-B-C card to local dealers will also 
have an opportunity to 
three-initial set of 


receive a 
anodized 
grams, plus a complimentary sub- 
scription to the popular Ford Times. 


mono- 


If early results hold up throughout 
this month, Ford Times subs« ription 
department, McIntyre and Western 
Litho should all be working over- 


time! @ 
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Upgrading Letter Copy 


Instead of his regular stint as the letter critic, this 
month Paul Bringe discusses a campaign he produced 
for his son Dick. With more than a casual interest, 
Paul explores the thinking behind a’58 DMAA Award winner. 


WHAT’S WRONG 
WITH SERVICE STATION MAIL? 


by Paul J. Bringe, 


Sales Manager, Milwaukee Dustless Brush Co. 


= DIRECT MAIL for service sta- 
tions is rare. It suffers from the 
handicaps that affect most small retail 
business . . . no experience or know!l- 
edge of how to use direct mail prop- 
erly and no time for preparation. Mail 
service shops cannot help much be- 
cause the amount involved for each 
customer is likely to be small. 

The big oil companies have attempt- 
ed to do something about service sta- 
tion mail by offering package deals 
to the station operator. For a charge 
per name they will set up a continuing 
program and handle all details. This 
has one virtue—it takes the job off 
the shoulders of the station operator 
who would not know where to begin 
if he had to do it himself. It offers 
month after month persistence which 
is so often the weakest point of the 
retailer's do-it-yourself mail program. 


Vilu aukee, isc. 


Boosting The Product . . . Not 
The Operator 


But mail planned and carried out 
by the oil companies has some glaring 
weaknesses in the eyes of the station 
operator. Because it is made for use 
by all stations, it is standardized .. . 
so much so that it loses the personal 
touch. It is commonly dressed up with 
what are thought to be amusing car- 
tons and generalized copy offering no 
identification of the individual opera- 
tor with the reader. Sure, it carries the 
operator's name in the imprint space 
but it uses language and approach no 
reader will believe comes from Joe 
Jones who is not known to be par- 
ticularly clever in expressing himself 
on paper. 

Another complaint of station oper- 
ators is the continual pounding on 


Company brand name and products 
in mail he pays for. Station operators 
do not know much about advertising 
but they do know that the majority of 
their customers come to them because 
of service. because of extra friendly 
attention and because they want to 
deal with a station operator they trust. 
The brand of gas he handles plays a 
relatively small part in his success no 
matter how much the oil companies 
like to think otherwise. A good station 
operator will be successful with most 
any major brand. A poor operator 
will fail even though he is handling 
the market leader. 

This is no secret to the oil com- 
panies .. . yet they continue to boost 
their product image in advertising 
paid for by the station operator. So 
the mail is not as effective as it 


might be. (Continued) 


Helio Neighbor: BULK RATE 
POSTAGE 
I am Dick Bringe, operating the PAID 
Pate Service Station at Center & 
Pierce. I'd like the chance to 
take care of your car as I do my 
own -- with gas & oil, but per- 
haps more important, with repair 
work you may need to keep your 
car in first class shape. 


MILWAUKEE. wis 
PERMIT NO. 4666 


I've got the latest equipment for 
good repair work -- tune-ups, 
muffler and tail pipes, brake ad- 
jJustment and reline, and voltage 
regulators and generators. There's 
a@ good tow truck here top, ready 

to help you out anytime. 


When your car doesn't sound right 
or act right, let me have a look 
at it. Nine times out of ten I 
can tell you what's wrong, and 
where to get it fixed reasonably, 
if I can't do it myself. 


Dick Bringe - Dick's Center Service 
632 E. Center St. Co 4-3260 


Me 
Pater: 
s 


DICK’s CENTER SERVICE 


632 E. Center Street CO 4-3260 


Hello Neighbor: 


admit, because 
heard his Dad's 


attention your 

hours stretch 

ngs service 
peeking out 


that window. 


faster. 


a 
o 


eet ect ct 


@ 
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When a young man has a wife, and Stevie, and Pamela, 
he's got to do a mighty good jot f taking care of your 


Dick's service station campaign was designed car. That's just what I want 


to build “personality” in the community trad- Will you give me the opportunity? 


ing area. Series of post cards picturing Dick, Sincerely 
with warm and friendly copy, and a light- LL Khang 


hearted letter introducing Dick's son made an Dick Bringe 


impressive hit with everyone in the neighbor- 
hood. 

Tune Up 

Lubrication 

Brake Reline 

Muffiers and Tall Pipes 
Washing 


Pickup and Delivery 


N shhor- 
Hello Neighbor: BULK RATE 
U. S. POSTAGE 
Your Pate §S ion Cen € 
be on Center PAID 
S prevvy MILWAUKEE. Wis 
c PERMIT NO. 4666 
The 
be- 
spec- 
better then 


class 


mable price. 


Snow tires are getting 
and with good reason. I've got a 
special on them. It isn't as ex- 
pensive as you might think to be 

ready for any kind of storm. Ask 
me about snow tires next time you 
come in, 


popular, 


When you have a repair job, big or 
small, check with me first on the 
cost. My overhead is small so I 
don't have to charge as much as 
the big shops -- and I guarantee 
everything I do. 


Dick Bringe - Dick's Center Serv. 
632 E. Center St. Co 4-3260 


‘a he 
’ 
Pe 
This is a picture of Stevie. 
> It's not a very good picture, T'll 
£ you can't see his face. He thinks he's 5 
1 car come up the drive so he is investigating. a We 
; — Stevie is pretty small but, in a way, he is partly 
- 7 ead responsible for ¢ service and careful : 
car gets at this Pate Station. Wnen the 
out and a quick hange i the weather br ‘oa 
calls one after another, I think of Stev mY 
Then auuimiiy everything is fun to do and every oa 
job goes 
f , Stevie can't really fix your car, not . * 
yet a It's up to me to do that Sometimes, i 
when getting home and he has made three or ; 
four the window, I like to think he understands ee 
why I -- and thinks it's all worthwhile. - 


Another abuse of company pre 
pared mail is in pushing products on 
which the company makes a good 
profit. Whether or not the station 
ABOUT THIS operator makes a profit seems unim- fag 
portant. The Company has just made 


mail program pushes batteries, or 


tires. or whatever accessory the TBA 


manager made a buy on this month. 


The picture posteards and letter shown here were a Of course this practice of camou- 
campaign winner this year in the annual Direct Mail flaged robbery is not universal. But 


there is enough of it going on to 


Advertising Association Direct Mail Leaders Contest. 


seriously affect the pulling power of 


They were created by Paul J. Bringe. sales manager service station mail and, more im- 
portant. to make many station opera- 


of Milwaukee Dustless Brush Company and Reporter 


tors sour on company sponsored mail. 


letter critic, for his son Richard Bringe . . . owner After all, if a man is to be held up, z 
of Dick's Center Service in Milwaukee. Here's how its preferable to have it done with 
a gun... that way there is a chance 


Paul Bringe outlined his campaign in the official 


of collecting insurance 


DMAA contest entry form: 


Selling The Operator First . . . 


The station campaign illustrated 
OBIE Es: here has one purpose: To sell 


the station operator as a good man 


to do business with ... as a man you 
To introduce a new Service Station operator to customers and can trust with your car. It pictures 
prospects in his neighborhood. Since confidence in the station him as the fellow who lives next door, 


a fellow with the same ambitions for 


operator is a major factor in gas sales and car repair service, 


; : success and many of the same prob 
campaign was based on selling the individual rather than the lems vou and I have. 


brand of gasoline. Purpose was to portray a young man just For such a campaign, copy is most 
important. The reader will be quick 
: to detect insincerity if only a few 
located in a blue-collar neighborhood. Copy was slanted to . 


starting in business and anxious to do a good job. Station is 


these people, emphasizing personal service and law overhead must be the kind you would expect to 
hear from your station operator. 
While the mail uses the brand name 
in the copy and photos, the real pur- 
Total mailing approximately 1200 per month—names taken pose is to introduce you to the fel- 


with resulting low prices. Appearance of the pieces was pur- 


posely kept unpretentious in keeping with a modest operation. 


your tank when you 


from car registrations. This is part of a continuing program. low who fills 
“T can 


Cards cost about $50.00 per M and letter $65.00 per M. drive in, the fellow who says, 


fix it” when you have car trouble. The 
letter is an appeal to the reader to 
help the little fellow, something all of 
us dearly love to do... when it 
RECORD OF RESULTS doesn't cost us any more money. 

Can this kind of campaign, to fit 
OF EFFECTIVENESS: the individual operator. be offered by 
the big oil company? Yes, | think it 
can. It means a dozen different cam- 

Gallonage increased about 20% in five months. Roughly one paigns tailored to fit particular sta- ° 
tion situations. They must be built to 
fit the station market. with considera- 
tion for customer income level and 


Total cost of campaign to date $318.00. 


half of this can be attributed to mail program, balance to 


good service and friendly operation. 
Customers came in with cards making many comments about 


occupation, average age of cars, and 


them. Customers showed a strong interest in young man just nature of station operation (whether 
starting in business and wanted to help. Most effective piece gas and oil only or full repair serv- 
ice), 


was letter selling “Stevie.” Customers brought in their “Stevies” 


But regardless of the nature of the 


to station. Perhaps strongest comment was “You are wasting campaign, it should sell the operator 
« > ‘ « 


your time in a gas station when you can write letters like this.” first and his products second. We can- 
not like a product more than we like 
the individual who sells it to us. Any 
station operator who follows this prin- 
cipal with his mail and all his selling 
cannot miss.@ 


Most important part of the program—it is believeable. 
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You Like Have 
The Complete 

Story? 


(free, of course) 


That’s what you will get in our series of special studies on 
OUR FIRST SERIES WILL INCLUDE THE FUNCTION OF MAILING LISTS IN DIRECT MAIL ADVER- 


PISING 


INTRODUCTION 
Mary B. McGuire 


Planned Circulation 


President 


FINDING THE BUYING POWER LISTS If you are one of our customers or a list owner we 


ee represent, you will receive the booklets automatically 
David W. Margulies, President P 
Damar Products as they are published. 


LIST TESTING 
Harry Hites. Jr.. Sales Director 


Kiplinger Washington Editors If you are neither but would like to have the booklets, 
just phone or drop us a note. No obligation, of course. 


Ellsworth S. Howell. Vice President. 
The Grolier Society 


and ourselves 


THE LIST BROKER 
a > ‘ > ) 
—A MANER'S PONT OF View Our stake in all of this? To help you 


Lucian W. Burnett, Manager, Direct — do the best possible job with direct mail advertising. 
Mail Dept., Curtis Circulation Co 


THE LIST BROKER 


—A LIST OWNER’S POINT OF VIEW PLANNED CIRCULATION 


Boyce Morgan, President, Bovce 
Morgan Associates 
ALISTBROKER DEDICATED TO 
Editor, Mitchell Gresser, THE CUSTOMER’S INTERESTS 


American Institute of CPAs 


19 West 44th St. New York 36, N. Y. MUrray Hill 7-4158 
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When an extensive Home Improvement Council 


publication advertising program to newspapers flopped. 
direct mail saved the day. Here is the story behind 
the effort that brought a 30% return from newspaper 


advertising managers, telling . . . 


HOW A LETTER TO 
NEWSPAPERS HELPED THEM 
SELL $250,000 OF SPACE 


by Edward V. Hall, Wanaging Director, 


Vanula turer's Services Division. 


Local Trade Marks. Ine. 
New York. New York 


HE VERSATILITY of direct mail was 

demonstrated earlier this year 
when we used it to successfully pro- 
mote a newspaper publicity program 

. a program that was faltering. Our 
mailing was to newspaper advertising 
managers a tough “direct mail” 
market as you well know. So our 
d.m. success was even more impres- 
sive. 

Back in January. The Home Im- 
provement Council launched a promo- 
tional effort to make the nation 
home modernization conscious. Their 
market is a huge one . . . estimated at 
an annual $15 billion. But industry 
leaders feel it can reach a yearly $25 
billion level. The Council was formed 
in the fall of 1957 to do the job. 

Focal point for HIC’s spring 1958 
promotion was a $125,000 home im- 
provement contest designed to direct 
homeowners’ spending toward repair- 
remodel projects (entrants surveyed 
their homes . . . then wrote why they 
wanted to fix up). Contest entry 
blanks were distributed through build- 
ing supply stores, appliance stores, 
banks and other local businesses. In 
addition, contest distribution got a 
tremendous shot in the arm when 
Meredith Publications offered to bind 
entry blanks into their January issues 
of Better Homes and Gardens, Suc- 
cessful Farming, and in the spring 
issue of Kitchen Ideas magazine (at 
no charge to the Council). 


Newspapers Needed 


Council headquarters also had its 
eyes on newspapers. HIC felt that no 
program designed to reach as large a 
group as the American homeowner 
could be completely successful with- 
out newspaper backing at the local 


level. But how could we interest them 
and get their support? 

After much planning we hit on an 
idea that seemed like a natural. We 
were already preparing a_ special 
newspaper promotion package con- 
taining publicity articles and features 
about home fix-up. This was to be dis- 
tributed, free, to daily and weekly 
newspapers throughout the country. 

Why not offer the $125,000 contest 
to newspapers, let them run it as an 
advertising linage and circulation 
builder, and make their readers home 
improvement conscious at the same 
time? We hoped newspapers would 
prepare special home improvement 
sections or pages, using the lure of 
widespread reader interest in the con- 
test to pack these with retailer adver- 
tising. We discussed our idea with 
several newspaper executives. They 
thought it a good one. 


Direct Mail Turns The Tide 


But a rather extensive publication 
space advertising program to the na- 
tion’s 11.000 brought 
poor results. Only 350 newspapers re- 
turned a coupon signifying interest 
in using our material. 


newspapers 


Only when we turned to direct mail 
were we successful. For HIC we com- 
piled a special list of 4,500 of the top 
newspapers in the country, taking 
only the dailies and the bigger week- 
lies. Then we wrote a letter featuring 
the $125,000 contest, pointing out to 
newspapers how they could use it to 
up their circulation, improve their 
readership and sell more advertising. 
We knew most of the newspapers 
would never have an opportunity to 
run as big a contest as this on their 
own. So we were positive this mes- 


sage, placed in the right hands, would 
get ac tion. 

We addressed our letter to the ad- 
vertising managers of the 4,500 
papers. Our offer included not only 
rights for the contest but product pub- 
licity releases and a free booklet tell- 
ing the newspapers’ advertising sales- 
men how they could increase their 
retail linage in the home improvement 
field. And we included a postage paid 
order card to make it easy to reply. 
As our “hook” we offered rights to 
the contest in any community on an 
“first come, first 


exclusive basis. 


sery ed.” 


A Promotion Bonanza! 


Results, this time, were immediate. 
Over a period of three weeks we re- 
ceived a 30° return! 1250 requests 
came in. We rushed material out and 
in the months ahead we got a promo- 
tion bonanza. Newspapers across the 
country ran the contest at varying 
times during the spring. As we had 
hoped, many newspapers put out spe- 
cial home improvement sections, using 
the contest to stir reader interest. An 
Illinois chain featured it in banner 
headlines across the front page of 
their second section in each one of 
their 13 papers. Many newspapers put 
out mail broadsides of their own to 
retailers in their trading areas, an- 
nouncing that they were running the 
contest and urging merchants to tie 
in with advertising. 

The Home Improvement Council 
took stock after it was all over. In ex- 
cess of $250,000 of advertising space 
had been devoted to the contest. It 
had reached an extra 5.000.000 peo- 
ple. Millions of dollars of tie-in adver- 
tising had been sold to home improve- 
ment retailers. And millions of lines 
of publicity about home moderniza- 
tion were printed! All at very low 
promotional cost to HIC. 

Credit the success of this effort, of 
course, to direct mail. We had a good 
offer all along. But it took a letter 
packed with sell, mailed to a carefully 
selected list. to bring in the orders! 

There was a sequel to our success 
story with newspapers. Once we had 
a good mailing format, we turned 
around and made a similar offer to 
3.200 radio stations across the coun- 
try. Again the response was over 30% 

1,100 radio stations requesting 
our material (which we had adapted 
for their use). This return was even 
more impressive when you consider 
that we had to leave out the contest 
offer. It could not be adapted to use 
on radio. Our offer to stations was 
limited to free promotion material 
about home improvement products. @ 
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It used to play music... now it writes your letters! 


Auto-typist record ‘‘“memory” roll 
operates the typewriter 
to write personalized letters 
... by automation! 


Remember the player piano and 
how it played music as if by 
magic? It was the roll with its 
perforations that plaved the 
notes. Similarly, Auto-typist’s pa- 
per record “memory” roll... heart 
of the Auto-typist .. “plays” the 
keys on the typewriter to write 
your letters . . . automatically and 


Auto-typist elimi- 
nates routine typing and dicta- 


accurately! 


tion, and is the answer to any vol- 
ume repetitive correspondence 
problem. 

\uto-tvpist can be used with 
any standard model typewriter, 
and one person can produce 100 
to 125 letters a day ...3to4times 
normal manual typing output! 
And, it’s so simple... precom- 
posed numbered letters or para- 
graphs are perforated on the 
paper record memory roll, which 


Send coupon for full information, 


will store up to 250 lines of copy. 
Letters or paragraphs are num- 
bered to correspond to push- 
buttons, then Auto-typist 
automatically picks them out and 
types them perfectly! Manual in- 
sertions can be made at any time. 
See how Auto-typist can save you 


money ! 


American Automatic Typewriter Co 
Dont. 211 
2323 N. Pulaski Road, Chicago 39, Illinois 


Gentlemen 


Please send me full inf - 
and get your free « opy of the neu booklet, free ‘booklet, “60 Best ——— 2 pute typist and 


“60 Best Business Letters” to help you with your 
Name 
correspondence. Covers all types of business. 


Company and Title 
Address 


AMERICAN AUTOMATIC TYPEWRITER COMPANY «+ 2323 NORTH PULASKI ROAD + CHICAGO 39, ILLINOIS 
MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST City 
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TAG mailings 7 eed- able Copy” 


string up ‘ 


SALES A Clic Conduct by Onl Red 


Dangle your message before 
prospects’ eyes: The 


Connelly Organization's Open Letter a letter that meanders is inclined toe drip 
exclusive new tag mailing Experience has shown that there are tew 
format has action and fo Joseph W. Taylor. Wheeling sales letters that need run to a second page . . 
impact, gets results! Machi Co If vour draft calls for a continuation sheet 
String: achine re “9 read it through again and ask yourself 
String-up one to a dozen W. Va.: whether or not some of the phrases have 
tags, samples or swatches — Dear Sit been included because interest yor 
im any size envelope. ' womotion letter wes scat to rather than the re« ipient 
; open the envelope — out os About Using Gadgets 
You remember the letter, of course. Clipped 


pops your message! 
a Readership is assured. 


Put ZIP in your next 
mailing. Write for free 
brochure and samples. 


CONNELLY 


ORGANIZATION, INC. 

Mail Advertising Services & 
Specialties since 1931 
PHILADELPHIA, 1010 ARCH ST., MA 7-8133 

NEW YORK, 475 FIFTH AVE., MU 9-0838 
CHICAGO, 140 S$. DEARBORN ST., Fi 6-4644 
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Gardener Lists 


Write for information—Ask for List No. 1 


to it was a “nice, clean, handkerchief-size 
wet strength towelette, saturated with a r 
markable new. highly fragrant skin cleaner 
for removing dirt, grime, or make-up from 
the hands or face.” 

Your letter started out like this: “We 
thought vou’d enjoy having these NICE 
CLEANS on your desk. They do come in 
handy particularly after you've picked up 
<ome of our competitors’ fittings. You surely 
won't have use for them after handling 
Wheeling fittings.” 

Don't vou think that’s hitting below the 
belt? Tearing down your competitor's 
product, hoping to build up your own? If 
your fittings are “clean.” why dont you 
just tell your prospects they are washed in 
a hot caustic solution to remove dirt, chips. 
grease, other foreign material, and then 
rinsed in a tank of boiling water? 
Making a sales point by knocking a com 
petitor isn’t good selling. And it never was 


Letter Length—English Comment 


There has already been much said 
about how long a letter should be. In 
DIRECT ADVERTISING, the official jour- 
nal of the British Direct Mail Adver- 
tising Association. there appears a 
regular section called “DEAR SIR... 
It is written by Kenneth H. Monk. It 
contains an idea worth considering 
about the length of a letter. 

It is quoted here first, because it 
presents an interesting case. Second, 
because the literary stvle used by Mr. 
Monk intrigues me and perhaps will 
intrigue you also: 

Providing the reader finds something to 
interest his individual case, the letter can 
be as long as the writer wishes. Obviously. 
a business man at his desk is a different 
animal te a business man in his sitting 
room, so one must have a sense of propor 
tion when writing for “desk consumption™ 
as opposed to “library reading.” If you 
think you can write a muki-page letter 
about your product packed with interest, 
please don't. Write it by all means, but 
call it a brochure. or go the whole way and 
turn it into a 3 guinea text book. 

Permit your letters to find their own length: 
keep them interesting and to the point, for 


At times I've looked down on the 
gadget as a direct mail selling imple- 
Most of them are pretty sour. 
have no connection whatever 


ment. 
They 
with what is being offered. But if 
the gadget prompts the reader to say 
to himself. “That's funny.” or “That's 
interesting.” or even “That's clever” 
‘(how | hate that word). 
least got him with you to the extent 
that he agrees with what you think 


you ve at 


is funny or interesting. 

That's rapport. That's empathy. 
That's chummy ing up to the prospect. 

Now you nuts and bolts boys, you 
serious-minded point 1, 2. and 3 
writers about what the product offered 
will do. are probably saying “It ain't 
dignified.” (The “ain't” is mine, of 
course. Youd never use it.) 

Talking this idea over with a friend 
the other day. he remarked. “You've 
long shouted from the housetops that 
a good letter offers a benefit in the 
first paragraph.” 

He's right. I have. But 
nothing the matter with giving your 
prospects something along with the 
benefit something that tickles his 
funnybone, or something that is inter- 


there's 


esting or has a surprising and unex- 
pected tie-in with the product and the 
prospr ct’s self-interest. If your gadget 
naturally ties in with the “benefit” 
use it. If your gadget strains to make 
its point, it’s likely to call attention to 
itself at the expense of the benefit. 


One Idea, One Sentence 


With considerable string pulling we 
finally got on the list of one of the 
nation’s top newspapers, and every 
month or so we receive what is called 
“A Bulletin of Second-Guessing”” is- 
sued occasionally from the news- 
room. 

Whoever writes this bulletin scans 
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_..with EAGLE-A TROJAN BOND 


To rate high with your reading public—and make the best possible impression—specify matched letterheads, invoices 
and envelopes on Eagle-A Trojan Bond! You'll like the sparkling appearance of a// your business stationery on 
Trojan Bond, an ideal sheet for letterpress, lithography, die-stamping or thermography. You'll be pleased with 
cotton fiber sheet, too. Comes in Blue White, Radiant 


the good typing and erasure qualities of this fine 25% 
White and a choice of colors—in standard weights and sizes and envelopes to match. Write for a sample portfolio. 
Other papers available in the Eagle-A Trojan line: Eagle-A Trojan Record-Ledger, Eagle-A Trojan Onion Skin, 


EAGLE A 


FAGLE-A. PAPERS 
JNULEL / JIN, 
AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of Eagle-A Coupon Bond and other Bonds, Onion Skins, 
Bristols, Texts, Covers, Boxed Typewriter Papers and Special Papers « Better papers are made with Cotton Fiber 


Manifolds, Ledgers, 


Full-Colo 
CHRISTMAS LETTERS 
at a fraction of the cost 


. of preparing your own. Now .. . order attractively 
printed Christmas Stationery from your printer or let- 
tershop or directly from your nearest Arthur Thompson 
& Co. distributor. No fuss, no bother with preparing 
your own. 

Each of our 37 distributors has available the ALL- 
YEAR PORTFOLIO that displays the largest and most 
exciting collection of Christmas and Everyday stationery 
ever offered by Arthur Thompson & Co. Select the let- 
terhead of your choice—each distributor can make im- 
mediate delivery to you or the firm processing your 
work. Attractive, appropriate, full-color designs for 
every season. A one-color run to print your own per- 
sonal message . . . and you save time and money. 

While looking through the new ALL-YEAR PORT- 


the columns of the newspaper and 
picks out writing which is jumbled 
or obscure, or which could be done 
better. 

We'd give you the name of this pub- 
lication but the bulletin is not for gen- 
eral circulation and we know every 
copy writer would want to be on the 
list. However, we'll pass along to you 
some of these items occasionally when 
they can be applied to the writing of 
direct mail. 

For instance, here’s a direct quote: 
“There has been a little backsliding 
recently into cumbersome, indigesti- 
ble sentences. such as ‘United States 
scientists pleaded public ly here today 
for fuller reports from Soviet experi- 
ments with satellites as the governing 
body of the International Geophysical 
Year resolved to continue formally in 
1959 the world-wide cooperative study 
of the earth and its environs.” When. 
ever that little conjunction ‘as’ pops 
up, pause to consider whether a period 
wouldn't be better.” 


FOLIO, you will find additional new beautiful natural- 
color lithographed Christmas letterheads and envelopes, 
Christmas cards (including the popular high-gloss type), 
rich-looking steel-engraved Christmas letterheads, sales- 
getting punchline bulletins, designs for Easter, Thanks- 
giving and for use throughout the year. These are just 
a part of more than fourscore stationery designs await- 
ing you. 

And to help you use the line we have included pages of 
copy for Christmas and Thanksgiving letters and Christ- 
mas card verses. 

Don't be overwhelmed by the cost and time involved 
in preparing your own Seasonal Stationery. Ask the 
nearest Arthur Thompson & Co. distributor for the new 
1958-1959 ALL-YEAR PORTFOLIO ... it’s yours with- 
out obligation. Look it over pick the type and 


Copy Gets Deserved Attention 


Take heart you copywriters. The 
writing of copy is finally being con- 
sidered as an important part of adver- 
tising. For years the fad was domi- 
nating illustrations, bizarre layout, 
attention-getting gimmicks. unusual 
topography, and a minimum of 
dashed-off copy to fill a tight block 
left by the layout man. 

As so-called “hard sell” became 
necessary due to business letdown, ad- 
vertisers began giving more thought 
to making the copy more convincing. 


jen of your choice . . . then call your printer or let- If you read the advertising trade pub- 
op ... or order direct from our nearest distributor. lications you'll find more and more 


discussions of copy less and less of 
the eye-patch and white horse offbeat 
attention-getters. 

One of the large agencies in its ad- 
vertising discusses the difference be- 
tween guided inspiration and pure 
inspiration. Guided inspiration is 
described as getting all the facts about 
the product, knowing the market and 
what the customer wants, and then 


ARTHUR THOMPSON & CO. 
109 MARKET PLACE ¢ BALTIMORE 2, MD. 


Arthur Thompson & Co. Stationery and M-nrse, la. Louisiana Paper Co., Ltd. 


Portfolios are available in many Montreal, P.Q. 1.8. Little Papers Div. kj defini 
leading cities. Phone or write the Inter City Papers, td Wwerking 
“wee New York, N.Y. Wholesale Art Biank Div Very often, advertising campaigns 
distributor nearest you. (Long Island City 1, N.Y.) and ole 
Aires 8 92, Vo. Epes Peer cleverly written and beautifully vis- 
Alexandria, La. Louisiana Paper Co., Ltd. Omaha 2 Acme Mail Advertising Co. ualized fail because they lack oa ob- 
Baltimore 2 Barton. Duer & Koch Paper Co Philadelphia 3 |. |. N. Smythe Co jective. Very often “plain Jane” ad- ° - 
Baton Rouge 2 Louisiana Paper Co., Ltd. Pittsburgh 19 U.S. Printing Supply Co. vertising has been successful because 
Boston 29 John Corter & Co it carried an impelling message to 
Cleveland 15 = Millcraft Paper Co Richmond, Va. Epes-Fitzgerald Paper Co. These — inspired ads _ the same, 
Cleveland 13 Ohio Lega! Blank Co St. Lowis 10 Tobey Fine Papers, Inc. but it is guided inspiration. 
Columbia 8, S.C. Epes Fitzgerald Paper Co. San Francisco 26 Banco Corp. Ltd \ publisher of trade publications 
— Shreveport 80 Louisiana Paper Co., Ltd. announced recently that it had set up 
. Texarkana, Tex. Louisiana Paper Co., Ltd. a distilled writing department. The 


Fort Worth 7 Clampitt Paper Co Toledo 2 
Habana, Cuba = Aurelio Garcia Dulzaides 
Hartford 3, Conn. John Carter & Co 


Millcraft Paper Co. 

Toronto 14, Ont. Whyte Hooke Papers Div. 
Houston 3 Clampitt Paper Co. Inter City Papers, Ltd. 
KansasCity5,Mo. Strahm Letter Co Washington 2 Barton, Duer & Koch Paper Co, 
Little Rock, Ark. Arkansas Paper Co. Worcester 10 | Mimeograph Distributors 36 THE REPORTER 


object here is to take copy from each 
of the company’s ten publications, 
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SPARTAN 
STERLING SILVER 


With Hammermill Offset 


you can print the difference 


When vo istomers LOOK at an advertising picture—se 


nite preserves subtleties of color 
lost. For extra sales appeal, print 
nill Offset in 3 machine finishes 

mooth-—and 5 embossed finishes 


Handmade, Homespun 


Swper-Sm 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY © ERIE, PA. 


ARLENE FRANCIS 
WHITE BOUQUET 


4 
‘ 
4 = ; % 
to see what the product looks like. And yo n sho 
them, with lifelike realitv, when you print on Hammer 
Hammermil] Offset’s smoother, more level printing sur- ee 
face obtained with Hammermill's exclusive hardwood 
pulp, N« ice] reveal ns xture 
that might otherwise | 
the difference on Hammet 
y Wove, Vellum, Supe 
Linen, Laurel, Pearl 


THIS IS THE NEW WHITE 
HAMMERMILL OFFSET 


Here, in black and white, is one of the roses that are 
in color on the opposite side. It’s printed on the 
new, brighter, crisper white Hammermill Offset 
Sharp, clear, isn't it? 

Take a good look at the paper. Examine the smooth 
outstandingly level printing surface the high 
bulk for weight the exceptional cleanliness. We 
think you'll agree these help make good printing 


look even better 


AND NOW YOU CAN GET 
HAMMERMILL OFFSET IN 
7 SPARKLING COLORS 


Green + Buff + Blue 
Yellow Gray Ivory Pink 
Name your size, weight, color, tinish. Hammermi!! 
Offset provides the most complete range of mill 
stock items in any offset paper. Printers: Ask yout 
Hammermill salesman to show you the new Hammer 
mill Offset. Printing buyers: Ask for Hammermill 


Offset for vour next job 


Printed by offset on Hammermi!! Off set, 


on a 50 x72 two- 


+ 
press. Sheet size 40 x $2, 16 up. Speed 3 an hour 
* HAMMERMILL PAPER COMPANY - ERIE, PENNSYLVANIA 


condense it, point up salient features, 
present facts clearly. concisely, and in 
fast reading style. This publisher has 
even gone so far as to develop a dis- 
tilled writing trademark to designate 
his new writing style and to be used 
on all the company’s publications. 
None of this is new to the writer 
of direct mail. But we are pleased as 
punch to see copy finally come into its 


own as a sales-maker. 
Congratulations 


Speaking of copy direct mail copy 
specifically—our congratulations go 
to friends Bob Cramer of Ozark Fish- 
eries, Paul Bringe of Milwaukee Dust- 


less Brush Company, M. W. Finken- . 
binder of Lisle Ramsey & Associates, M hi 
Ralph Curtis, Direct Mail Consultant, ac Ine-tying To 
and M. C. Becker of American Tag . 

Company, Chicago, for winning the beats hand-tying 


Dartnell Award this year for excel- 


ler i b si *sS “tte i : i 

letter writing. (We says Louis A. Weicker, Executive Vice-President, 

fot. one. Loo, ! 
” Commerce Clearing House, Inc., Chicago, Illinois 


How About Old Inquiries? “One of the key operations in this business, coming at the time 
when train schedules must be met, is bundling and tying our tax 
In its newsletter, sa NOTEBOOK, the and business law Reports,” says Mr. Weicker. “Every day thousands 
of loose leaf Reports on new tax and business law developments 
must be assembled and tied into bundles to meet post office require- 
. +“ : ments and help get them to our subscribers quickly. 
question: “What's happened to those “Bunn Package Tying Machines save us time . by tying these 
old inquiries? The number of busi- thousands of Reports ten times faster than hand tying.” 


Sloan-Ashland Division Electro Engi- 
neering Products Co. Inc., asked this 


ness firms, direct mail and otherwise, Here’s how Bunn Tying Machines can save you time and money: 
who do nothing about old inquiries Faster tying: In most cases, a wrap and tie can be made in 14% sec- 
constantly amazes us. So many firms onds or less. Each wrap of the twine is tension-controlled . . . can't 
will spend all kinds of time getting cut into envelope or packages 


and testing new lists, when all the Automatic adjustment: Whether it’s 5 or 50 envelopes ... or 500... 
each wrap is made in the same speedy time . . . without manual 


time they ve got literally thousands of 


changes. 
Slip-proof knot: Postmasters everywhere approve the exclusive Bunn 
wrap and knot. . . can’t come undone even with rough handling. 


names of people who once inquired 

but never bought. In almost every 

case where we ve seen companies real- ery 
; Simple operation: Inexperienced operators become experts in a very 

ly go back and work these old in- few minutes. Operation is fatigue-less and completely safe. 

quiries, they've produced better re- 

sults than even a good cold list. Some- 

times these old names need a special ‘ PACKAGE 

TYING 
regular approach and they ll come to - i MACHINES 


life in a manner that will reward you ‘g 


handsomely.” 
, B.H. BUNNCO., 7605 Vincennes Ave., Dept. RD-118, Chicago 20, Ill. 
Export Department: 10406 South Western Ave., Chicago 43, Ill. 


approach—but often you can use your 


Say What You Mean 


Here’s another in our growing col- a MAIL COUPON NOW FOR MORE FACTS 


lection of humor based on a remark 
B. H. BUNN CO., Dept. RD-118, 


being misinterpreted by a listener. 
Funny in a joke. Fatal in direct mail. weees S0ORY 7605 Vincennes Ave., Chicago 20, Ill. 


A woman returned home one eve- 


ning and asked her new maid, “Did this fact-packed 
klet, which 

you clean out the refrigerator as I ee ae 
teld vou?” many advantages Name 
a6 of Bunn Tying 
Yes, ma’am,” said the girl. “And Machines. Cc 

everything was delicious.” 

show you. Address 
City 


GET THE 


() Please send me a copy of your free booklet. 
C) Please have a Bunn Tying Engineer contact me. 


No obligation. 


NOVEMBER, 1958 
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WATCH OUT 
FOR THIS 


Another screwball campaign is in 
the works . to annoy direct mail 
The Pressman of 
September 1958 (page 31) carried a 
reproduction of a circular mailed by 
the Washington Commercial Printing 
The clr- 


users. Imerican 


Pressmen’s Union No. 351. 
cular outlined a plan whereby union 
could the f 
union label on direct mail advertising. 


members force use of a 


Members are urged to save all busi- 


ness reply envelopes and cards in 


mailings not bearing union labels. 
Then mail them back to advertiser 
(at his expense } protesting lack of 
label. A fine how-do-you-do!  Print- 
ing employees trying to hurt the use 
of printing. 

This is an old story. Many vears 
ago, we were pressured to run an ad 
demanding that all multigraphed and 
mimeographed letters bear a union 
label. We refused the ad... met with 
union officials and their agency. We 
explained as patiently as possible that 
we had unions as 
but 


nothing against 


such. damned if we wanted to 


IN GOOD COMPANY... 


If you've ever glanced through our Portfolio, you’d have noticed 


how many different kinds of businesses find it profitable to use 


our “built-in” reply card (or envelope) to add more “pulling power” 


to their direct mail promotions. 


You'd notice, too, the stature of each individual company . . . 


many 


of them leaders in their particular field. This fact in itself would 


tell you that when your direct mail promotions take advantage 


of our RETURN-A-CARD format and our creative and production 


organization . 


. . you've merely confirmed the judgement of 


executives in some of our country’s largest and most 


successful companies. 


SALES LETTERS, INCORPORATED 


155 West 23rd Street 


New York 11, N.Y. * Tel. WA 9-2680-1 


SALES OFFICES: Newark, Philadelphia, Chicago 


see direct mail have any more obsta- 
Direct mail is a per- 
The appeal shouldn't 


cles to hurdle. 
sonal medium. 
be cluttered up with extraneous and 
possible controversial material, such 
as a union label. We certainly don't 
want our direct mail labeled by anv- 
one other than ourselves. 

It would be just as illogical for the 
clothing manufacturers and retailers 
to demand that each purchaser of a 
suit wear a sign on the back reading, 
“This suit manufactured by Kuppen- 
Letters 
per- 


heimer and sold by Gimbels.” 


and all direct mail are just as 


sonal as a suit of clothes. 
We think the 


doing a disservice to unionism in ree- 


union involved is 
ommending an illogical, immoral and 
fraudulent use of the mails. Using a 
business reply envelope or card for 
any purpose other than that intended 
is dishonest. if not actually illegal. 
If anv of vou know union officials 
in printing fields ... try to show them 


that this crusade is unwise. @ 


SHOWMANSHIP 
SPARKS SALES 


a S EFFORT TODAY needs the strik- 
WJ ing power of a thunderbolt! This 


fact is well-known to most manufac- 


turers but Meilink Steel Safe 
Company of Toledo, Ohio is putting 
it to work—literally. 

lo spark a step-up in sales, 
ink is 
direct mail 
“Thunderbolt™ 
salesmanship. Through a 
four individual 
the Toledo 


build inquiries that can greatly in- 


Veil- 


launching a dealer 


loaded 


showmanship 


currently 
program with 
and 
series of 
“gimmick” mailings. 
manufacturer hopes to 
fire-insulated 


crease the sales of their 
files 


safes. vaults and 


cules typewriter business ma- 
chine stands 

Created around the “Thunderbolt” 
theme, the first piece in the business- 
boosting program promotes Hercules 
files brief but 


message ordinary 


with a dra- 
“An file 
will leave your valuable records like 
this.” The folder is 
at the top. 


insulated 
matic 


actually burned 


Second piece is an eve catching 
pop-up. As the prospective customer 
opens the letter, “Mr. Fire” pops out 
with his family of flames engulfing 
a safe. “No “it’s a 
Meilink!” 

Third mailing is a “pull out” type 
ecard and letter asking: “Which stenog- 


use, he savVs, 
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Bullin Typical jobs the Justo- 


writer is ideally equip- 


ped to handle: Bulletins, 
manuals, price lists, 
booklets, directories, 
catalogs, direct mail 
literature, house organs 


BER 


d a 


The answer to all 


forms of Business Printing— 


Friden Justowriter 


N YOUR OFFICE, the 2-unit Justowriter 
(Recorder and Reproducer) can turn out 
professional typesets with justified mar- 
gins -- at substantial cost savings com- 
pared with typewriter or hot metal compo- 
sition, 


THE FRIDEN JUSTOWRITER produces 
these professionally composed typesets on 
direct image plates for duplicating machines 
or in form of reproduction proofs for litho- 
graphic printing. 


TYPIST BECOMES EXPERT TYPE COM- 
POSITOR as her typing on Recorder (lst 
Justowriter unit) produces simultaneously 
(a) typewritten sheet, for visual check, and 
(b) punched paper tape with identical copy 
in code, Second Justowriter unit, the Re- 
producer, then “‘reads’’ the code tape and 
automatically composes the original copy 


in clear, accurate, justified-margin form. 
14 different Justowriter type faces, sized 
from 8 to 14 points, are available. 


WRITE TODAY on your business letterhead 
for additional information on the justifying 


type-composing Justo- 
MEF 


writer - a basic Tape- @ 

Talk machine in the cre® 
*“*new world for busi- 
ness’”’ created by Fri- 

den. FRIDEN, INC.,, 

San Leandro, Califor- 

nia. 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 PT GALVIN TYPE 
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means more sales... 
more savings 


Neighborhood stratification is the modern, efficient way 


to help promote your product to consumers. 


Neighborhood stratification means your 


market is defined in relation to the sales 


potential of the individual consumer . 


and your mailing lists compiled from this research 


Neighborhood stratification means more 


sales and more saving from your promotions. 


5 


SAMUEL FITZSIMMONS and CO. 


545 Fifth Avenue ° New York 17, N. Y. . MUrray Hill 7-6865 


Market research for mail advertising and sales promotion 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 


PHOTO-ENGRAVING 


THINNING suo WEIGHTING 


REPROPOR TIO sinc 
PERSPECtives 


ITALICTIZING | 


| 


CLEeT 


BAS RELIEFS 


Special effects 


ANY EXTREMES 
from type, lettering, logos, art 
You dream up the effect you want 
—we'll reproduce it to perfection. 
PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
305 East 46 St., New York 17 
Since 1937 the greatest name in Trick 
Photography and Process Lettering 


rapher do you prefer?” The pull-out 
shows one girl typing on a shaky 
stand, while “Miss Efficiency’s” type- 
writer rests securely on a Hercules 
vibration-free stand. 

The last mailing is a unique piece 
pointing up the message: “Fire does 
strike like a thunderbolt!” This crea- 
tion, featuring a thunderbolt im- 
print, is being mailed directly from 
Thundebolt, Geogia (Population: 
238). 

The four- mailing showmanship 
campaign was originated by C. C. 
Penske, Meilink’s vice president and 
general sales manager, and Curtin & 
Pease, Inc., the manufacturer's direct 
mail agency in Toledo. Their idea was 
to make the program simple and in- 
expensive for dealers. 

While he must subscribe to the 
campaign with a list of not less than 
100 names (and specify when he 
wants his campaign to start), there 
are several ways the list is being 
handled. He can send Meilink all ot 
part of his own list, select individual 
names from directories, or allow 
Curtin & Pease to make a directory 
selection for him. 

The complete “Thunderbolt” pro- 
gram of four mailings, including im- 
printing and postage, will cost the 
dealer $45 per 100 names . . . or less 
than 12e per name for each mailing. 
There is no limit to the number of 
names a dealer can use, or the num- 
ber of times he wants to participate 

. up to December 31. 

Once the dealer subscribes, Meil- 
ink’s direct mail agency will imme- 
diately handle all mailing details. 


SOLUTION TO 
A PROBLEM 


Here is an interesting letter from 
J. Alden Campbell, president of Camp- 
bell’s List, Inc.. Campbell Bldg., Win- 
ter Park, Fla. 


I would like to tell you how we have actu 
ally saved money on account of the postage 
increase. 


We mail out many thousands of copies of 
Campbell's List, our directory of selected 
lawyers, upon publication each March and 
take advantage of the bulk rate of 10c per 
pound. However, after the initial mailing 
we send out individual pieces each day dur 
ing the year. These cost us 6'2c each prior 
to the August Ist increase. Since bulk 
mailing for a book of eight ounces figured 
5c each we did not mind the additional ‘4c 
for individual pieces. However, with the 
increase, individual pieces went up to 12c 
each, and that was too much for us to 
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stomach. 


Now we wait for a day or two until we can 
accumulate 40 pieces which, mailed in bulk, 
In- 


cost us 5c each (no rate increase) 
stead ot costing us 6c (old rate) or 12 
(new rate) we now pay a straight 5e, 

We have stepped up our advertising so that 
the requests for our directory come in at 
1 faster rate and, actually, by waiting until 
we have 40 pieces now there is a maximum 
delay of only approximately one day. 

During the course of a year the post 
publication mailing of Campbell's List will 
actually cost us less than before the in 
crease. Of course, had it not been for these 
new rates this saving would never have 


occurred to us 


Reporter's added note: As someone 
has said, “Instead of crying over spilt 
milk, go milk another cow.” Instead 
of moaning over increased postage 
rates ... find a way to overcome them 
just as Mr. Campbell did. Study your 
old and present methods. Don’t be 
satisfied with them. Make changes to 
take advantage of saving possibili- 


ties. 


Ronald Colston, vice president, pub- 
lic relations, of Doane Agricultural 
Service. Inc., 5144 Delmar Blvd., St. 
Louis 8 Mo., is recommending that 
all mailers should try to eliminate 
from their lists people who complain 
about “unwanted mail,” or who are 
just not good prospects. Perhaps the 
idea should be developed further to 
get away from future complaints. 


Mr. Colston tells us that in a recent 
mailing his company inserted a 34.” 
x &!.” salmon colored card with the 


following message: 


We don’t like waste. 

Will you help us reduce it? 

Our company offers several farm manage 
ment and appraisal services that are valued 
by the hundreds of farm and ranch owners 
we serve. In managing farms and ranches, 
for example, the increased income on the 
average farm managed by us Is mut h more 
than the cost of management. In effect, our 
assuming the worry, expenses and time 
consuming detail connected with managing 
the average property, costs the owner 
nothing——in fact increases net farm income 
We want farm owners to know about these 
services. But we realize, owing to the diffi 
culty of getting accurate mailing lists, that 
many of these letters are going to people 
who will never need our services. If this 
is the case with you, or with the person to 
whom this letter is addressed, will you write 
NO on the outside envelope (containing the 
name and address of the person to whom 
this letter is addressed) enclose it in the 
return envelope and mail it? No stamp is 
needed. Thanks for your help. 


In spite of the wording which al- 
most begs the recipient to say “no” 
.. + very few such replies were re- 
ceived. 
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AD COUNCIL 
PUBLICATIONS 
TOTAL 40 MILLION 


During the past ten years of public 
service, The Advertising Council (25 
West 45th Street, New York 36, 
N. Y.) has published 40,000,000 
promotion booklets the bulk of 
which have been distributed by mail. 
The Council, a non-profit, non-par- 
tisan organization of American busi- 
nessmen, annually undertakes selected 
public service campaigns in various 
areas of general interest. 

In fostering public service cam- 
paigns, the Council has discovered 
the value of booklets to promote bet- 
ter understanding of the basic con- 


cepts underlying each program. 
(mong recent campaigns have been 
those to win friends for America 
overseas, help higher education, pre- 
vent forest fires, encourage religion 
as a part of American life, provide 
religious overseas aid, and stamp out 
polio ... in all a total of 17 cam- 
paigns since the Council was formed 
in 1948. 

The Council's first published book- 
let (in 1948) was “The Miracle of 
America,” explaining our economic 
system. Its success was phenomenal. 
More than 315 million copies were 
distributed with requests coming 
from 94 foreign countries. Reprints 
of all or parts of the booklet also 
appeared in publications with a total 
circulation of more than 5,000,000, 

This success has been repeated 


Ou Y fill all yo 
Itiple mailing needs with 
the Dennison Line 
of Addressing Labels 
The standard addressing label 
— for typing or duplicating. 33 
pin-perforated labels (2'Y%.« x . 
1") on 8% x 11” sheet. No lint; 
no pods. Type 33 labels with 
one insertion. White, blue, buff, 
salmon, canary, cherry, green 
In 25 sheet or ream packages. ~— . 
4-PART SNAP-APART CARBON SETS 
e For follow-up mailings, use 
“ Dennison Carbon Set Labels — . 
4 sheets of couponed iabel 
° Paper collated with 3 sheets of ° 
. one-time carbon. Quick, clean, be 
. easy. Labels stay lined up until ; 
snapped apart. 33 labels (2! 
x on a sheet. White only. 
ROLLS 
Dennison Addressing Labels come in 
° continuous rolis of 1000 couponed 
labels, 3x 1" or 3x 1%", in a dispensing 
box. Accurate spacing allows labels to be . 
with a minimum of adjustment. 
. hite only. ° 
Dennison quality labels pilus 
. special Dennison gumming Framingham, Mass. 
insure satisfaction. 
Order Dennison Addressing 
° Labels from Your Stationer. 
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HAS YOUR ACCOUNTANT 
or LAWYER EVER TOLD YOU! 


yo can derive extra in- 
come from a by-product of 
your business. Our accounts 

the nation’s leading publish- 
ers book and record clubs, 
business and financial advis 
ory services, gift houses and 
mail order firms are con- 
stantly seeking new mailing 
lists 


Examine your files! Do you 
have coupons from advertis- 
ing, premium or sample re- 
quests, contest entries, sales 
leads, customer lists, inquiries 
or prospects? These names are 
valuable. Over 4,000 compan- 
ies receive royalty checks 
from renting (‘NOT SELL- 
ING) their lists to non-com 
petitive firms 


EXECUTIVE PLANNING 
CALENDAR 


If you have more than 15,- 
000 names, we will send you 
a brochure describing the in- 
come potential from renting 
your lists and, with our com- 
pliments, you will receive a 
spiral bound 9 x 12 calendar 
Many executives find this 
unique desk-aid invaluable in 
planning programs and sched- 
uling appointments 


Our office employs no sales- 
men. No one will call. There 
is no obligation. Merely write 
on your company letterhead, 
stating quantity of names, how 
acquired and how the names 
are maintained 


LEWIS KLEID COMPANY 


25 West 45 St., New York 36, N. Y. 


Direct Mail and Mail Order 


COPY 


@ thot mokes SENSE 

@ that makes SALES 

@ thot mokes BUYERS wont 
to do business with you 


Write me about your plons 
or problems 


All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awords .. . Dartnell Gold Medal. . . 
Editor of IMP, “The world’s smallest 

house orgon” 


Farmer’s Names 


Write for Information—Ask for List No. 3 


POST OFFICE BOX 855 
ROSKAM KANSAS CITY 41, MO. 


several times. A notable example ts 
“The Story of Smokey the Bear” in 
behalf of forest fire prevention. Dis- 
tributed to school children all over 
the country. this one has scored the 
Council's top circulation figure to 
date 15 million copies. 

Other subjects include 
Deal with Your 
copies distributed }. 
National Association for Mental 
Health: “People’s Capitalism” (50.- 
00 copies. mainly to libraries, uni- 
versity professors, editorial writers) : 
“One Call” (13 million copies) was 
printed and distributed by the o. > 
\ir Force in behalf of the Ground 
Observer Corps: and “Let’s Get Our 
Schools Ready Now!” (200,000 
copies), in cooperation with the 
National Citizens Council for Better 
Schools. 

The publications are 
through advertising space provided 
tree by magazines and newspapers - 
free radio and 
mail notices to large organizations. 
Many companies mass-distribute the 
Council's booklets to their employees 
and stockholders. Others are mailed 
direct by the Council. filling millions 
ol requests. In most cases. the books 
are offered by the Council to indi- 
viduals at no cost. “Smokey the Bear.” 
for example. was offered free in 


“How to 
Tensions” (900,000 
in behalf of the 


promoted 


time: and direct 


amounts up to 100) copies to any 
teacher in the United States request- 
ing it. 

The Advertising Council estimates 
that its nominal charges to business 
firms for the books cover only about 
25° of the cost of producing and 
distributing them. The other 75; is 
contributed by interested business- 
men and their companies. 

That bug to many book publishers 

no profit doesn’t frighten a public 
service organization like The Adver- 
tising Council: They find their profit 


in a better-informed America. 


GOOD COPY 


During the hot summer months. 
Engine Power. Ine.. 
East. Oconomowoc. 


prospects of 
Highway 16 
Wisconsin, received a full-color 515” x 
7” post card. At first glance 
looked like a vacation card. 
pictured: Part of a farm with closeup 
of a yellow bulldozer silhouetted 
against blue sky. The copy on left 
half of address side is excellent. Read 
it as a good example of cat-crossed- 
the-street descriptive writing. 


Scene 


GREETINGS: 

This isn’t a “vaeation™ posteard we're 
right here tending to business, and want 
vou to see the Case® TerraTrac® 800 Tilt 
crown dozer in action. Look at the way 
that “800° gets in and pushes! Of course 
that’s due to its torque converter drive 
which enables this 80 HP unit to develop 
up to 20,000 pounds of push-power-—-or up 
to twice as much as competitive crawlers 
with conventional drive It's amazingly 
maneuverable. You can run one track tor 
ward, the other in reverse for extra tight 
“spin-turns” run one track in high, the 
other in low for full-power turns ge 
from forward to reverse, high-to-low on-the 
move all without clutching or shifting 
Handy dash-mounted hydraulic levers en 
ible you to drop either corner of the Case 
exclusive power-tilt blade as much as 14 

The way this rig grubs out trees 
through hard ground has to be seen to be 
believed. Since we're not on vacation, why 


and cuts 


don’t you drop in, or call and arrange a free 


demonstration on your job. Learn how you 
can handle more jobs at higher profits with 


Case Terra Trac 


DM DRAWS FARMERS 
TO AGRICULTURAL 
FIELD DAYS 


if ondensed from E. offi tal publi- 
cation of the American {ssoctation of 
{ericultural Editors, Lansing. Mich. 


Direct mail is probably the most 
effective means of attracting tarmers 
and agricultural leaders to field days 
at land-grant colleges 

This is one of the conclusions 
reached by information specialists at 
Purdue University. In an attempt to 
evaluate advanced publicity methods 
and to determine how farm people 
hear about 


events. the specialists conducted sur 


state-wide agricultural 
vevs at three Purdue field days this 
vear. 
Three major sources of Indiana 
farm income are hogs. beef cattle and 
field crops. The University annually 
sponsors a Cattle Feeders’ Day, an 
Agronomy Field Day and a Swine 
Day to acquaint farmers with latest 


research develop nents in those areas. 


Cattle Feeders’ Day 


The first survey was conducted 
April 26, at the annual Cattle Feeders’ 
Day. Approximately 
attended and 268 were interviewed. 
Random 
as the visitors entered the livestock 
experimental barn. 

One hundred thirty-three of the 
persons interviewed said their first 
knowledge af the field day came from 
a post card announcement mailed di- 


2.200 persons 


interviews were conducted 
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rect from the animal husbandry de- 
partment at Purdue. This represented 
19.6 percent of the replies and pre- 
sumably the same percentage of the 
total attendance. 

Forty-one persons questioned ise 
percent—listed newspapers their 
first source of information. Third 
in the number of replies was neigh- 
bors and friends——38 individuals or 


14.1 percent 


Agronomy Day 


mimeographed form pre- 
nared for use at Agronomy Day. 
June 20. This form was handed to 
and comnleted by 332 of the 450 
versons attending. 

( ategories were listed in this order: 
letters (sent by direct mail as an in- 
vitation from the agronomy. staff). 
newspapers. radio, television, farm 
magazines, county agents. salesmen. 
neighbors and friends 

The direct mail invitation again 
led the sources of information with 


127 replies—-38.2 percent. 


Swine Day 


An identical survey was made at 
Swine Dav. Aug. 23. with 1.100 of 
the 2.200 persons attending surveyed. 

Again the direct mail announce- 
ment accounted for the largest per- 
centage of replies However. the 
percentage of replies, 33. the 
lowest for any of the three surveys. 

The proportion of persons listing 
direct mail as an initial source of 
information declined in each succeed- 
ing survey, but still aceunted for 
more than a third of the total at- 


tendance. 


WASTE IN 
UNNECESSARY WORDS 


Reporter's Note Here is a short item 
which deserves your attention. Found it in 
always interesting The Curtis Courier, 
house magazine of Curtis 1000 Inc. Hart 
ford, Conn Edited by neighbor Tom 
Dreier 

You may shorten your letters and 
make them more effective by leaving 
out unnecessary words. The Editor & 
Publisher, leading trade paper in the 
newspaper field, tells us that Arthur 
Coleman and Jack Magee, reporters 
for the San Antonio Express and 
News, made a list of common redun- 
dancies. posted it on the bulletin 
board, and from that invitation came 
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STILL y 


ON OUR 50TH ANNIVERSARY 


Globe sets up your names on plates for as low as 2¢— 
addresses them at speeds up to 60,000 per hour on your 
orders —at less cost than your own department. Will use 
your present system, or any system desired. 


Takes all the machinery out of your office, expands your 
capacity to hundreds of employees, frees executives for 
more important matters. 

For publishers complete service available from cage to Post 
Office. You open mail to take out remittances. Globe does 
all the rest—renewal series, collection series, changes of 
address, correspondence, premiums, preparation of 
reports, etc. 

No distance barrier —can be handled from anywhere. 

Visitors to our convenient plant made welcome. 


Telephone OR 5-4600 for appointment, 
or drop a line to D. M. Hopney. 


GLOBE FULFILLMENT CORPORATION 


(An extension of Globe Mail Agency, Inc. and predecessor companies.) 


148 West 23rd Street, New York 11, N.Y. * ORegon 5-4600 


PONTON’S 
1959 CATALOG 


SEND FOR YOUR FREE COPY NOW! 


= your to 
DIRECT MAIL MARKETS... . 


Comprehensive from Accountants and Auditors through Women’s Apparel Shops 
129 pages over 12,000 classifications alphabetically classified for your 


convenience 

PONTON’'S quality controlled mailing lists compiled by modern PONTON 
SELECTRONICS with IBM Electronic Equipment are your assurance of 
successful mail campaigns and promotions with more accurate pin-pointed 
selection no duplication or waste 

PONTON Leader in Direct Mail since 1885 has a fully mechanized ad 
dressing and mailing department to take care of all details at low cost speed 


and effectiveness 


write for the free W. 3 PONTON, Inc. 


PONTON CATALOG 
: Sales Office and Production Plant 
44 HONECK STREET, ENGLEWOOD, N. J. 
New Jersey - LOwell 9-5200 +. New York » MUrray Hill 7-5311 
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SEND THIS COUPON! it will bring you Y 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
st mailers (large and small) in all parts of 
your maining the country. They know, from experience, 
ope sure . pesceirTion OF that we can obtain the kind of lists that 
are ideally suited to their needs. 
«PSA DDERN INC. Chances are we have the BEST lists 
215 FOURTH AVENUE + NEW YORK 3, m.¥. | for your needs, yet they'll cost no more 
PHONE: SPring 7-7460 than ordinary lists. Our recommendation 


CHARTER MEMBER: National Council of fF service is FREE. Simply send the coupon. 
Mailing List Brokers y, 


apoRress 


SPEED TYING OF OUTGOING MAIL 
‘SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
LN PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 


MAILING COSTS. WRITE FOR CIRCULARS AND 


FEL INS co 


— | _ADDRESSOGRAPH SUPPLIES 
scissors S You can save money on brand new Addresso- 


graph Plates & Frames. 


Most styles in stock for immediate ship- 
ment 


Look at these savings: 


B Frames $27.00 per MB Plates $6.00 per M 
E Frames 27.00 perME Plates 8.00 per M 
Speedaumat 6.45 per MC Plates 24.00perM 
Samples & Price List sent on request. 


+ Letter gadgets Dean-Forrest Co. 
+ Giveaways P.O. Box 14 Revere 51, Mass. 


+ Premiums 
+ Cute gifts 
+ Package 
enclosures 


| 
jUMBO FLASH CARDS 
now preprinted in 33 colorful border 
} designs - ready to give your mailings 


powerful punch ot low cost: Somples 


and design folder FREE! Write 


Authentic metal, exact in every The CARR Crganisation 
tail; fascinating to use these \ snips fae 1319 N. Third St, Milwaukee 12, Wisconsin 
miniotures are ‘‘cast- assembled” in 

one operation by GRC’s exclusive 

“INTERCAST™ process. Natural bright finish or brass 

plated. GRC also die casts and molds special small 


parts to order; ask for special bulletins. 
Write, wire, phone TODAY = 
for samples and prices of ie 
GRC metal miniatures. 


GRIES REPRODUCER CORP. Write for Information—Ask for List No. 5 


World's Foremost Producer of Small Die Castings 
11 Second St., New Rochelle, N. Y. | ROSK POST OFFICE BOX 855 
New Rochelle 3-8600 KANSAS CITY 41, MO. 


this list with unnecessary words itali- 
cised: 

Hot water heater, qualified expert, 
Summer season, true facts, widow of 
the late, period of time, old pioneet 
family, Easter Sunday, New Year's 
Day, human being, twelve noon ot 
midnight, wall mural, past history or 
experience, old adage, current trend, 
slow dou n, speed up, refer back, re- 
duce down, currently being, presently 
planned, totally demolished, complete- 
ly destroyed, return back, heat up, 
consensus of opinion, exact replica, 
very (or more) exact, definite, accu- 
rate, inefficient, complete, unique; 
established precedent, continue on 
or after, Rio Grande River, post- 
poned until later, new innovation, 
mental telepathy, general conclusion, 
unsolved problem, whether or not, 
inaugurate or introduce a new, most 
ideal, merged together, Jewish rabbi. 

How many unnecessary words can 
you find in the letters you wrote to- 
days? 


FIGHTING 
BACK 


Bravo! The best counterattack so 
far against newspaper digs at direct 
mail was staged in Houston, Texas, by 
the direct mail committee of the 
Graphic Arts Assn., under the guid- 
ance of L. U. (Luke) Kaiser of 
Premier Printing & Letter Service, 
620 Texas Ave., Houston 2, Texas. 
The Houston Chronicle had run a 
bitter two-page spread in Sunday sup- 
plement attacking direct mail. Showed 
usual phony pictures of postal clerks 
and carriers burdened down. (Close 
examination showed that most of ma- 
terial photographed consisted of news- 
papers and magazines. ) 

The committee, after several months 
study, sent a calm, factual, two-page 
letter to the president of the Chronicle. 
Attached was a list of 75 prominent 
Chronicle advertisers to whom carbon 
copies were being sent . . . since letter 
emphasized that all these newspaper 
advertisers used direct mail and would 
not like to see their efforts hurt. The 
letter and copies also included a 
photostat of the offending article. 
Copies were also sent to other news- 
papers in the area; to all advertising 
agencies; and to printers and letter- 
shops. 

This is undoubtedly the best or- 
ganized counterattack yet, and could 
well be a model to be followed by 
graphic arts folks in other commun- 
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ities. Our sincere congratulations to 
the committee. composed of Jarold S. 
Joseph (president, Printing Industry 
Assn. of Houston), A. L. Watkins 
(past president, Envelope Mfgrs. 
Assn. of America), L. U. Kaiser (di- 
rector, Southwest Mail Producers 
KE. G. Eggleston (president, 
G. C. Chap. Mail Advertising Service 

Assn. Intl.), Howard Dinwiddie (past 
president National Assn. of Advertis- 
ing Distr.), Mack Wetmore (presi- 
dent, Wetmore & Co.). Each one sign- 
ed the letter. 

Concluding paragraphs in the well- 
written letter thoughtful 
study: “Responsible leaders in adver- 
tising, publishing, direct mail, radio 
and television are working constantly 
to curb and to eliminate ‘junk adver- 
tising. They recognize, as you must 
recognize, that it is not confined to 
one medium. Right now, with in- 
creased postal rates in effect, and ad- 
vertisers are further pressed to extract 
the most from their advertising dollar, 
wouldn't this be an opportune time to 
help boost the economy by selling ad- 
vertising in general rather than ex- 
pending so much effort knocking one 


deserve 


medium?” 


CORDIAL LETTER 
DEPARTMENT 


Here's a clever gag letter which 
has currently been making the rounds 
among copywriters. Its original author 
is unknewn to us: 


Dear Old Pal: 

Well, about this time of year I 
usually take a moment to write a few 
letters to my good friends; the time 
when I remember all the good things, 
and | indulge myseif to the extent 
of getting a little sentimental. 

It is a blustery evening but here 
in my den it’s cozy and comfortable. 
I am sitting before a nice open fire 
with my typewriter, sort of half 
listening to the radio and_ slowly 
sipping a nice, very dry, double 
martini. I only wish you were here, 
and since you are not, the least I 
can do is to toast your health and 
happiness: so, time out, old _ pal, 
while I bend my elbow to you. 

I just took time out to mix another 
martini, and while I was out in the 
kitchen, I thought of all the time I 
would waste this evening if I went 
out to mix another drink every once 
in a while, so I just made up a big 
pitcher of martinis and brought it 
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back in with me to have it right here 
beside me and | wouldn't have to 
waste time making more of them. 
So now I am all set and here goes. 
Besides, martinis are a great drink. 
For some reason, they never seem to 
affect me in the slightest. Can drink 
them all day long. So here goes. 

The greatest thin in tje world is 
friendship. And believe me pal you 
are the geartest pay a iybody overhad. 
Do you rembre all the wsel times we 
had together pal//?? The dondderful 
camping trsp. Ill never forget the 
time yoi put the dead skiunnk in my 
sleeping bag. ha ha boy how we 
laughuudd din we. Never did get 
the stin kout; of it. But iw was pretty 
funnya anwayh. [ still laught about it 
once in a whola. Not as muhe as | 
used to; But what the heck & after 
all you still my bosgt ol pal, and if 
a guy can't have a laughg on a good 
treu freidn once in a whoil waht 
the heck. 

Dam pitcher is epmty so I just 
went outand ma de anotherone and 
I sure wisch you weer here ol pal 
to help me drink these marotomi 
because they are simply delioucious. 
Parn me whilo i lif my glass to yoy 


good healahth omcemoer beacus you 
the the best pals i go. Off cours why 
a pal would do a dirty thimb lick 


putting a skunk i a nother pals sleep- 
ing bagg i'm damb if I know. That 
was a lousi thing for anybody todo 
and only a frist clas hele w uld di it. 
Wansa adm dam bit funncey. Still 
thinkks. And if you thininkits funney 
vour a drity lous ansad fare as im 
concrened you can go plum to hellll 
and stya there you dirty lous. To 
hel woith yoi. 


BY-PRODUCT 
DIRECT MAIL 


General Electric is making a clever 
use of direct mail requiring no 
company postage. G-E employees 
have been supplied with 254” x 6” 
blue slips to enclose with checks when 
they pay their local bills. Copy on 
slip reads: 

TO OUR BUSINESS FRIENDS: 

As one of your customers, I have been im- 
pressed with the service and courtesy of 
your organization and take this opportunity 
to express my thanks. 

As a General Electric employee, I would 
like to assure you that my Company also 
recognizes the importance of service to its 
customers. 

You may have heard of Operation Upturn, 
a Company-wide program to stimulate the 
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COPYWRITER 
FOR DIRECT MAIL CAMPAIGN 


Versatile writer, adept at creating 
and prodtcing action-getting Direct 
Mail Campaigns, for company that is 
world leader in its field. Should have 
flair for translating semi-technical 
data into persuasive prose that will 
sell’ engineers and company execu- 
tives. Must be self-starter who can 
initiate direct mail projects and fol- 
low through with minimum super- 
vision. Salary, above average. Posi- 
tion, with West Coast agency, per- 
manent, Future, unlimited. Write in 
detail; all replies held in confidence 


Box #111 
The Reporter of Direct Mail Advertising 
224 Seventh Street, Garden City, New York 


Auto-Typed Letters 


Kirban Associates offers 
Auto-Typed letters as low 
as 8 cents per letter (in qty. 


or on contract rates). 1000 
letters only 10 cents per 
letter. Price includes 2 per- 
sonalizations. Quality work 
on IBM equipment. Letter 
writing, counselling FREE. 


write 
KIRBAN Associates, Inc. 
5673 Ogontz Ave., Phila. 41, Pa.- HAncock 4.1352 


PREMIUM LISTS 


Write for Information—Ask for List No. 4 


ROSK POST OFFICE BOX 855 


KANSAS CITY 41, MO. 
FOREIGN COIN 2 
PROMOTIONS! 


Coins and Bills from Ya¢ up 
Send for FREE Cotolog or $1 Somple Kit\ < 


ROYAL COIN CO., INC. 


47-R WEST 46th ST., NEW YORK, N. Y. 


Automatically Typewritten 
HOOVEN LETTERS 
WESTBURY LETTER SERVICE 


2001 Wellington Court, Westbury, N. Y. 
Edgewood 4-2383 


Selling Farce or Selling Force? 
Your advertising got slipping sickness? Let 
Bott inject “‘sell-th’’ to regain its health. 


A complete advertising agency service, in- 
cluding MAILVERTISING 


“Chat Fellow Bott’ 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


EXECUTIVE LIST 


Write for Information—Ask for List No. 2 


ROSK POST OFFICE BOX 855 


KANSAS CITY 41, MO. 
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get the 
professional 
approach 


... to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, 
creators and producers of 
BETTER direct mail, write to: 


the professional 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 


Do you have a list of customers, 
prospects or inquiries for your prod 
uct? You can receive extra income 
by renting these lists to non-com 
petitive firms 

Or you may find it more lucra 
tive to sell your list to us rother 
than rent. We'll pay you cash for 
your list. The publishing industry 
needs good direct mail nomes 
Many national business firms have 
found it MORE profitable to sell us 
their names, instead of investing 
their time and money maintaining 
o list. Why not you? 

No Salesman will call. You are 
under no obligation. Just drop a 
rote on your letterhead telling us 
how many names you hove on hand; 
how recently they were acquired; 
and ony other pertinent informa 
tion, and we'll contact you right 


ACTIVE 
g MAIL ORDER LIST CO. 


Miss F. DeRosa 


i 241 Lafayette Street 
New York 12, N. Y. 


i Phone Walker 5-2450 


j 


which General Electric 
This is our way of point 
“Buy Now For 


too, continually 


national economy, 
started 
ing out 
Extra 

strive to 


recently 
with the 
Value” 
vive our 
their money. We 
General Electric 


slogan 
that. we, 
customers the greatest 
realize that our 
depend on satis 


value for 
jobs at 
hed customers 
If vou already use General Electric products 
in your “Thanks.” If you 
need products of the type made by General 
Electric—from light bulbs to turbines—lI 
hope vou will consider ours at the time of 
your next purchase. For this consideration, 
all of us at General Electric will be thank 
ful 
(Employee 
This is the best idea of the month 


business, | say 


signs name and address here.) 


so far. 


BIG BROADSIDE 
TELLS BIG 
STORY 


Telling a big story was an assign- 
ment given the ad agency. Stedfeld & 
Byrne. Inc.. 1105 Chester Cleve- 
land 14. Ohio. by client. Efficient Tool 
& Die Co., 9314 Elizabeth Ave., Cleve- 
land 5. Ohio. Old showman. Hal 
Stedfeld. came up with a knockout 
which must have flab- 
and 
and 


broadside 


bergasted engineers designers 


in the automotive appliance 
industries, 

An ordinary catalog 
format couldn't the 
enormous equipment and facilities for 
designing. building and tryout of 
large dies. So Hal went back to the 
days when huge broadsides were 
popular. His 2, when folded for 
envelope, measured 98.” x 1134”, 
Title: Big Equipment for Building 
Your Big Dies ... An Ace for You. 
Opened once the 1134” x 183,” 
spread offered “an ace up your sleeve” 
to engineers with any program requir- 
ing large dies. Tucked under a die-cut 


booklet or 


possibly show 


hand was a 4” x 8!.”. 4-page catalog 


listing all heavy equipment (name 
and specifications) available at Efh- 
cient. Opened again. a still larger 
spread illustrated plant location and 
typical large parts produced from 
Efficient dies described services 
available in big Final 
371.2”, showed 18 of 


type. inside 
spread, 23!.’ 
the mammoth machines used in mak- 
ing and trying out big dies. 

Pictures excellently 
Each showed a workman 
proper perspective of relative size. A 
tremendous and impressive job which 
couldn't be done in any other way 
than by direct mail... and by the big 
broadside. 


were posed. 


. to give 
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A TIMELY STUNT 


Jerry Cone of The Cone Company 
(direct: mail service), 202 National 
Bldg.. Seattle 4. Wash. did the best 
job we ve seen ol capitalizing on the 
All of his 
customers and prospects ree eived on 
August |. a plain 712” x 510” en 
velope, longhand addressed. with first 


increase in postage rates. 


class postage. 
Inside. a white four-page folder. 
On cover, a Se stamp pasted within 
a black curtain draped border, and 
“In Memoriam” printed underneath. 
Copy on third page was exe ellent: 
With this company an 
nounces the of one of its 


“Old Number 
referred to him 
truly First Class 

favored recep 
could not have 


deep regret, 


passing oldest 


and most active partners 
Three” as 
was regarded by all as 


Without his 


everywhere, our 


we so lovingly 


deligence and 
thon firm 
remained in business 

Our friend, he 
“cancelled” and discarded 


saw his efforts 
continually, vet 
next 


dearest 


always rose again ready to meet the 


assignment 
Our faithful 


messages, paver of 


servant bearer ot 
bills 
of Cupid's arrow 

constantly 


deliverer ot 
guidet 
item, he 


ings and even 


Was 


changing his ap 


true collector's 


watching his weight and 

pearance to keep up with the stvles 
Although his comes to us 

highly 


friends 


replace ement 
rated we ire ceTtain 
us this day in 


Number 


even more 
that 
mourning the 


Three." @ 


you, our join 


passing of Old 


AS REQUIRED BY LAW 


Statement of the Owner 
Circulation, requir 
; ’ of August 24 and 
of THE REPORTER « Direct 
Advertising 
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Notar 
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Comt i expires March 20 160 


Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y 


CLASSIFIED 


ADDRESSING EQUIPMENT FOR SALE 


Second hand Scriptomatic machine. Good 
working condition. Low price. Box No. 114 


The Reporter of Direct Mail Advertising 


ADDRESSING MACHINE WANTED 


Mail Order House wishes to buy used Scripto 
matic machine with or without additional at 
tachments. Box No. 115, The Reporter of Direct 
Mail Advertising 


ADDRESSING PLATES 


POLLARD-ALLING embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery gvoran 
teed; weekly capacity 75-100 M 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 


If you want to reduce costs on Elliott Style 
stencils—BLANKS, CUTTING OR ADDRESSING 
write Address-O-Rite Stencil & Machine Co 
Inc, 64 W. 23rd St. N. Y. 10, N. Y 

ORegon 5-3240 


SPEEDAUMAT zinc Address Plates embossed 
$33.50 per 1000. Also all other styles of Ad 
dress Plates embossed 
Guaranteed accuracy and delivery 
ADDRESSOPLATE CORP 
373 Broadway, N.Y.C 
Telephone: Walker 5-9711 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed 
POLLARD-ALLING—3 line proofed. and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Louis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


Equipment for Sale 


Auto-typist—Standard Model, complete with 
typewriter $90.00. Auto-typist Selector 
Model, complete with typewriter $125.00 
Auto-typist Perforator $150.00. All prices 
F.O.B. Mineola, N.Y. All items in excellent con- 
dition offered for sale considerably under ori 
ginal value. Call or write Century Electronics 
Company, Inc.,111 Roosevelt Avenue, Mineola 
L. New York, Ploneer 2.5400 
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ADVERTISING 


FOR SALE 


Three 1957 Autotypists, very little use, like 
new. 16708 Scottsdale Blvd., Shaker Heights 
20, Ohio. SKyline 2-5275 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


MACHINERY WANTED 


Wanted—speedomat 2600 addressing machine 
with or without feed. Behrens, 70 East 45th 
Street, New York, N. ¥Y.—MUrray Hill 6-5675 


MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Aipha- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


5000 name list. Eastern Seaboard & Indiana 
polis top wealth & social. Social Register, Gar 
den Club, Junior League, etc. Absolutely clean 
via 10 10 58 mailing. Write Sabin Advertis 
ing, Hurley, N.Y. or call Kingston, N.Y. Federal 
1.8477 


2000 buyers of art materials, books objets 
d'art figure studies, art instruction, etc on 
gummed labels. $10 per M. One time use only 
Cash with order. Emerald Pictures, Box 352 
Bellmore, N.Y 


MAILING LIST FOR SALE 


Midwest Gift Catalog House has up-to-date 
mailing list of 100,000 names, assorted Geo 
Alphabetically on 3x5 cards, showing activity 
Box No. 116, The Reporter of Direct Mail Ad 
vertising 


Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
and Speedaumot plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


OFFSET CUTOUTS 


Stock promotional headings for reproduc- 
tion. OFFSET SCRAPBOOK No. 1 containing 
1,500 classified specimens, only $2.00 post- 
paid. A rich source of practical help and in- 
spiration. Thousands in use. Available also 
are books containing promotional art, car- 
toons, borders, panels, type fonts, holiday 
art, etc, at newly reduced prices. Free descrip- 
tive folder. 

A. A. ARCHBOLD, Publisher 
P.O. Box 20740-K Los Angeles 6, Calif. 


SERVICES 


FOR POLLARD-ALLING mailing list mainte 
nance or Stencil Cutting write to Charles 
Albano, 7801 19th Avenue, Brooklyn 14, N. Y. 


PITNEY-BOWES POSTAGE METER 


AV’ model, cost over $2500.00 two years 
ago. Perfect, like-new condition. Used very 
little. Only $1600.00 F.0.B. Milwaukee 
IDEALS PUBLISHING CO 
3510 W. St. Paul Avenue 
Milwaukee 1, Wisconsin 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


HELP WANTED 


LADY AD MANAGER—MIDWEST 


America’s largest business service organization 
seeks an advertising manager who must hove 
substantial direct mail and traceable-ad-result 
background preferably in producing leads for 
large sales force. Background in office equip- 
ment or business service field would be help 
ful. Ability to handle large volume of detail 
is essential. This is a fast moving job in a 
growth organization headquartered in a large 
Midwestern city. Your colleagues are intelli 
gent and will help you to get started right. 
Please submit full details your current status, 
background and hopes for future to Box 113 
The Reporter of Direct Mail Advertising 


MANAGER FOR NATIONWIDE MAILING 
LIST RENTAL BUSINESS 


Milwaukee home office of internationally 
operated business service firm needs man fa- 
miliar with all phases of list rental business 
Will be in complete charge of new division in 
our home office and our 150 branches. Ex 
cellent compensation. Write full details on 
yourself and work background and enclose 
photo. Send to Vice President in Charge of 
Sales, 820 North Plankinton, Milwaukee 3, 
Wisconsin 


OFFSET DIRECT MAIL SALESMAN 


Wanted by direct mail printing plant, strong 
in creative sphere. Must prove extensive experi 
ence and success in this field. Plenty of in- 
quiries to work on. Replies held in strict con 
fidence. Box No. 112, The Reporter of Direct 
Mail Advertising. 
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LISTINGS ONE LINE PER ISSUE, $24.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$30.00. PER YEAR. 


ADDRESSING 
Creative Mailing Service, In 460 N. Mai Freeport 
Merit Mailers 26 "Sterling Street, bast Orange 
t S. Mailing Service...... 16030 Ventura Bivd., Encino 


ADDRESSING AND MAILING 


61 Armour Place, Dumont 


ADDRESSING MACHINES 
Mailers’ Equipment Co. 40 W. 15th St 
Mechanic's Business Machine Corp. 30 EB. 10th Street, New York, N. Y AL 4 


ADDRESSING PLATES AND EQUIPMENT 


Dean-Forrest Co.... . P. O. Box 14, Revere 
The Pengad Companies ° Pengad Building, Bayonne, New Jersey (HE 6 


ADDRESSING — TRADE 


Belmar Typing Service 91-71 lllth St Richmond Hill 18, N. ¥ 
Rae Lewis Addre Schenectady Avenue, Brooklyr N. ¥ 


ADVERTISING ART 
A. A. Archbold, Publisher. P. O. Box 20740, Las Angeles 6, Calif 
idea Art OT Fifth Avenue, New York 16, New York 
ViewPoint 153-11 76th Road, Flushing 


ADVERTISING BOOK MATCHES 
Match Corp. of America 3433-43 48th Pi., Chi 


ADVERTISING SPECIALTIES 


Flexo-lettering Co 05 East 46th Street, New York 17, N. ¥ 
Grets Repr er orp Beechwood Avenue New Rovhelle, N. ¥ 


ANALYSIS, CONSULTATION, COPYWRITING 
Rodlun, T. & D. Rodlun, 1832 M St., N.W., Wash 6, D.« 


AUTOMATIC TYPEWRITING 
Clark St., Chicago 13 
Mailings North Fourth 8 Milwaukee 3, W 
Assoviates, In n Ave., Philadelphia 41, Pa HA 


Americana Press 2105 Sherman Avenue, Madison Wisconsin (CH 4-1377) 
Art & Tech. of Photo Eng Iioran Eng. Co. 44 W. 28, N.Y.C. 1 (MU 99-8585) 
Reporter of Direct Mall 224 7th, Garden City 7 
limb Trees l 
The Right Start in Direct Advertising 
Think About Direct Mail 
About Letters 
About Readership of Direct Mail 
Solves Management Problems 
About Showmanship in Direct Mail 
About Mall Order 
How To Think About Production and Mailing 
How To Think About Industrial Direct Mail 


BUSINESS FORMS 


Carteret Printing Company 480 Canal Street. N. Y. 13. N. Y. (WO 6 


CATALOG PLANNING 


Catalog Planning Co 44 East 53rd St Nw. ¥ 


COLLECTIONS 


Arrow Service 9 Yates Street, Schenectady 5, New York 


COPYWRITERS (Free Lance) 
Glenn L. Anderson 14235 Bivrd.. Van Nuys, Calif. (ST_& 
Orville E. Reid ee N. State St eee, Mich 
Sig Rosenblum 107 West rath "Street New York 23, N. Y. (8S 


DIRECT MAIL AGENCIES 
Ahrend Associates. Inc 601 Madison Ave N 2. N 
American Mall Advertising, Inc 610 Newbury Street. Boston 1 
Leo P. Bott Jr - 64 FE. Jackson Bivd.. Chi. 4. Mil. (HA 7-9187) 
The Bue Organization Phil National Rark Bidg.. Ph Pa 
Lawrence Chait & Co 7 Avenue Y N. ¥ Pr 22 
Dickte Ine Atlantic Ave.. 19. Mane 
Dickle- Tne Park Nw. ¥. 7. N. ¥ 1. 
Direct Mall Services 17% Tackle St Atlanta 2298) 
Rert Garmise Associates, Inc. 509 Ave York 72. N.Y 
Gen. Office Service. Inc...1355 New York Ave. N.E.. Washington, D.C 
Harrison Service Inc 210 Fast Street. New York 22. N. rr 2890) 


Lord & Co. 


Jackson 
rs l 

Smith Company 67 Beale St 
Tallman, Smith & Associates 410 N. Michigar 
lloyd F. Wood Associates 1610 Wise. Ave Ww 


DIRECT MAIL CONSULTANTS 
Robt. W. Gilbert... és se 6741 Deleon, Long Beach, Calif 
Lawrence Lewis & Assoc ...175 Fifth Avenue, New York 10, N. ¥ 


DIRECT MAIL EQUIPMENT 
American rene Type Mfg. Co )-25 Ninth Street, Long Island 
Typi Pulaski K hi 
He Phillipsbu 
n Co S. Vincennes Ave. 
N Sth St 
Inc..2350 Washingtor Aven 
National Ty Blissfield 
Photostat Corp Duplicator Divisior 
Pitney - Bowes me Stamford 
Scriptematic 310 N. lith St., Phila. 7, Pa 


ELLIOTT STENCIL CUTTING 
Allee Business Service, Inc 32-15 33rd St Lone Island City 
Creative Mailing Service 160 N. Main St 
Elliott Addressing Machine Co 11? Leonard St. . New 


ENVELOPES 

The American Paper Products (o 

Envelope Terrace, Southern Blvd. at McClurg Rd., Youngstowr 
Atlanta Envelope Co Pr. O. Box 1267, Atianta 1 
Berlin & Jones Company l x. ¥. © 
The Boston Envelope Co. 
Samuel Cupples Envelope (o 
Cupples-Hesse Corp 148 


eosauqua Ways 

Cupples-Hesse Corp. Michigan 

Cupples-Hesse Corp 175 N Kingshighway 
1000 Inc Vanderbilt Ave., W 


Tullar Envelope Howard St 

City Envelape Co 3 N. Rockwell St 
Gaw-O' Hara Envelope Co Sacramento Blvd 
The Gray Envelope Mfg 5 3rd St 
Hee Envelope Co 4500 Cortland St 
Rochester Envelope Co. arisen St Rochester 
Sosland Press 860 Board 
The Standard Envelope Co. 
Tension Envelope Corp 19th & Camphe 
Tension Envelope Corp 270 Madison Avenue 
Trane Envelope Company New Yor 
Thited States Envelope Co. 
United States Envelope Co 217 Broadway 
Wolf Detroit Envelope Co 14700 Dexter Bivd., Detre 


ENVELOPE SPECIALTIES 
Curtis 1000 Tne 150 Vanderbilt Ave.. W. Wartford 
Du-Plex Prvelope Corp Franklin Ried. Chi 
Carden City Envelope Co 3901 N. Rockwell St Chl 
Heco Envelone Co 4500 Cortland St. Chi 
Tension Envelone Co 19th & Camphell Sts.. Kansae City 
The Sawdon Company Inc 480 Texineton New York 17 
The Wolf Frvrelone Co 1749-81 EB. 22nd St.. Cleveland 1 rR 


FOREIGN MAILINGS 
Rooserelt PL. Searedale VN. (SC 32-0910 
Sandhere, Direct Mail & Raadhuset. 8, Oslo, Norway 


INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service x ark Ave Flizaheth , 4-3887 
Roanded. Nationwide Rreoklyn 32 &. 4819) 
Cirenlation Aseartates New York 
reative Malling Service North Main St Freenert, VN. 8.48%) 
lambert Malling Company 225 N. New Jersey Street. Ind. 4, Ind. (ME 2-3347) 
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Hickey-Murphy Div. of James Gray, 
N. ¥. (FR 9-2431 216 EB. N. ¥ N. ¥. (Ml 
N. J. (OR 2-3900 john M, . i71 Newbury Street, Boston 16, Mas CO 1020 
Calif. (ST §-1252) McVicker & Higginbotham, In BE. 49th St.. New York N. ¥. (Pl 
K. Polk & (Co. 431 Howard Street, Detroit l, Mich. (WO 1-470) 
Reply -O- Letter Central Park W., N. ¥ N. ¥. (Cl 5-8118 
Reply -O- Letter 664 No. Michigan Ave., Chicago 1i, Ill. (MI S58) 
Mailmasters, Inc New Jersey (DU 5-230 Reply -O- Letter Post Office Square, Boston 9, Mass. (HA 6-1555) 
See Reply -O- Letter 1750 BK. 23rd St., Cleveland 1, Ohi PR 1-8470) 
Reply -O- Letter... . 14700 Dexter Bivd., Detroi Mi DI 1-2221) 
Keply -O- Letter. 251 Mail-Well Drive Portiand 2, Ore OL 4-3141 
4 3442 Reply -O- Letter eee 1485 Bay Shore Bivd., San Francisco, Calif JU ¢ 267 
6uT7 Reply -O- Letter Inner Court, 33 Scott St., To to 1, Canada (EM siy 
Reply -O- Letter 167 Queen Street, Brisbane Australia Bl24ll) 
Kesponda- Letter 411 3S. Chicago 7, MO 6-¥875) 
Responda- Letter New York Office (BN 
Mass Richard Shaw 15555 W. Rd.. Detr M BR 
3peats 5625 Paul Row % Lafayette Street, New York 13, New York 
i St we WA &-2680 
DI 2-479 Wash. 7, D. C. (CO 5-9042) 
~ 
RI 9-0488) (GE 1-3241) 
MU 6-7270 (OR 71-6868) 
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. 32, (VE 7-2244 EV 4-5151) 
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ate (NE 3-8600 an (BL 162 
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Carlsor 7-549¢ rt. N. ¥. (PR 8-480) 
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Three 
Dimensions 


With postage rates going up, 
chances are you'll have to be more m8 

selective in what you mail. ; 
One way of doing this is to take a look inside a list and find out what ~ 
In a list of top rated manufacturers, for example, you'll find that 
33.3% are located in cities with over 500,000 population, 10.4% in B ccdeccoQeccccccccssQescoccceQecescccccsecescesccccQecQeccessecctaccesesscoesees 
cities between 250,000 and 500,000 population—and so on down the 8 ji 
The same list can be divided into twenty significantly different types sDvoneussQosvesDevsnvnnsesngenvonsssnssisossgesmassevensegamesnenarg@yeresnsgeys 
of manufacturers, ranging from Food (13.5%), Tobacco (only 4%), - - 
Textile Mills (5.5%) to Printing (4.1%) and Machinery, except 
Electrical (12.5%) 
Every experienced knows that busi- FOR BETTER MAILING RESULTS USE 

SS size, t siz t f busi ‘ t, li ther, 

NATIONAL BUSINESS LISTS ASSOCIATES* 
Now, thanks to the application of electronics to business list compila- Selections Available by Any or All of the Following 
tion, you can pick out from within lists the parts that can be mailed 
profitably © Type of business (SIC number) 


How this works in actual practice depends on what you're selling. © Population (size of town) 
Here are some results from recent tests and mailings: 


A publisher of a retail ete ng A found that by eliminating ® Counties or distributors’ territories } 
certain types of firms (including Hardware Stores, Dry Goods and © Branches or Main Headquarters 
New Car Dealers,) stores in towns under 1,000 population and ec 
) ° ations o nincor ated fir 
those with net worth under $10,000, returns could be increased esaeaas a _ wpe 
by 69% 3 Complete facilities in New York, Chicago or San 
A distributor of an industrial plant item, sold nationally by mail, Francisco. Addressing on 
learned that sales were negligible to certain types of manufac- ® Envelopes or Self-Mailers 
turers (including Tobacco, Textile Mills, Apparel, Printing, etc.) © 3” x 5” Cards 
Eliminating these — about one-third of all manufacturers — and © Gummed Labels 


firms worth under $10,000 — brought just as many orders with 
fewer pieces mailed. In this case, town size made no difference 


A test for a magazine publisher indicated that returns in towns 

under 2,500 population were 43.1% below average. Cities of 500,000 Full statistical information for MARKET ANALYSIS 
and over, on the other hand, pulled 23.55% above the average included. 

Addresses include postal zones in 106 cities 


© Continuous Galley Rolls 
© IBM Cards 


If you're selling directly, or through inquiries or leads, you too can 
profit from a COMPREHENSIVE THREE DIMENSIONAL TEST All lists continuously revised, added to and kept 
—one that will tell you, all at once, in what size town and among up-to-date 

what specific types and sizes of business you'll find your best direct 

mail prospects *Over 2,000,000 Firms and institutions on IBM 


For full information, write or phone the National Business Lists Cards. 
associate in your territory. 


NATIONAL BUSINESS LISTS ASSOCIATES 


For full information write or phone: 
THE ELECTRONIC MAILING HOUSE 


FReeport 9-8312 FRanklin 2-0653 GArfield 1-1066 


W. E. WATSON CORP NATIONAL BUSINESS LISTS : , 
23 Hanse Avenue 549 W. Fulton Street A Dw. of Soe Agency, Inc. 
Freeport, New York Chicago 6, Illinois Sen Francises 3. Californie 
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RAN OUT OF SPACE Jast month so let's skip back for 
more comments on the Fruit Shippers convention at Bal 
Harbour. Had a chance to see how the Americana (site of 
the 1960 DMAA convention) handles a convention. Smoothly 
is the word for it Room registration system answers all 
previous complaints. We were on our way to room in less 
than IS seconds 

The studio rooms are wonderful, especially at convention 
rates. Suites are glamorous and there won't be any fighting 
to get them. or over who gets which There are now 40 
Twenty will be added before 1960. Food and 
all services excellent. Convention facilities best DMAA will 


have had for vears 


all the same 


Exhibits can be right outside meeting 
rooms, where they should be to get traffic Too bad the 
MASA group decided not to go along to Miami Beach with 
DMAA. They are missing possibility of a good show 
The Fruit Shippers convention was a lively affair. Secretary 
Bill Stubbs really keeps everything under control. Delegates 
had to go through exhibit hall to attend meetings. Plenty of 
idle spots on program so delegates could shop exhibits. Hall 
wired for sound so exhibitors could listen to sessions 
The Fruit Shippers have faced a rising cost of transportation 
which is just about pricing some of the mail order opera 
tors out of business. With the help of Bill Henderson of the 
Parcel Post Assn. and postal officials, association officers have 
worked out an ingenious solution. Its in experimental stage 
In each citrus area, the mail order groups 
Each participant packages 


his orders and delivers to collection center 


but working nicely 
are setting up a collection center 
Packages are then 
stamped with postage meter indicia for parcel post rate in 
first or second zone. Post Office has allowed them to “buy 


the meter loading from Harrisburg (Pa.) Post Office through 


the local post office From then on United Parcel Service 
picks up truckloads of the combined orders for a speedy trip 
to Harrisburg. Post office there glad to get business and 


rushes packages through. Harrisburg was selected for first 


experiment because of its tavorable central location. If com 
pletely successful there other central spots within first 
urd second zone areas will be selected. Ingenuity can sur 
mount many obstacles 

| had fun with the Fruit Shippers. Have appeared before 
Before going to Miami, I had a chance 


to examine their direct mail literature \ few had taken 


at their conventions 


advice given about five vears ago, but | was shocked at the 
sameness of most of the appeals. Sameness in format, wording 
and tlustrations. Most of them use syndicated four-color cuts 
You could change the name and address plates around trom 


circular to circular and tt wouldn't mean a thing. | held up 


piece after piece to show how much alike all were. Blinking 
lights not doing anything like a “confusgatator 

| quoted for them that wondertul paragraph in Whitt Hobbs 
article (September 1958 Reporter): “In this great pioneer land 


of ours, everyone wants to look alike, talk alike. dress alike 
smell alike. Were all blending together 
center. We live neat. carefully arranged lives in neat, care 


moving toward 


fully arranged rows in the suburbs. Our houses are alike and 
so are our children and our dogs and our dreams. Dreams 
of conformity This is all supposed to be Young Modern 
And its supposed to be fun. fun, fun And I say to hell 
with i!” 


And I say to hell with conformity, too. Its a plague on 


the entire direct mail field Publishers copy formats and 


NOVEMBER, 1958 


The gist of conversation about this and that 


FRONTPORCH 
SCUTTLEBUTT 


with visitors to the Editor of The Reporter 


appeals from their competitors: industrial advertisers follow 
a dull pattern of formats. With exceptions. of course, like 
Albany Products. Yoon Yun campaign. etc And the excep 
tions are usually the most successful 

Took a poll of audience. Only twelve used letters along 


with their circulars when everybody knows a letter will 
usually improve results. Only a handful made more than one 
mailing a year in the fall for Christmas business. Only 


one made a mailing every month. At any rate. no one shot 
me for the hard-boiled criticisms Tried to help in finding 
alternatives for conformity even getting into the cat 
crossed-the-street routine Think we made some immediate 
converts 

Apply some of this scuttlebutt to your own business. Step 
Examine the direct mail work of your com 
petitors or in fields which reach the same lists as you do 
What would you think if you received your stuff along with 
all the competing-for-attention pieces? Would you be bored 
with conformity with dullness? Well 


uway trom 


with sameness 


how are you going to snap out of it 


ONE SUBJECT comes up more frequently than any other 
during current front porch discussions. Although not directly 
related to direct mail it is affecting our daily lives, our 
thinking, and in many cases is hurting business. The depress 
ing squabble over desegregation is tearing the country apart 
and there doesn't seem to be any strong determination to heal 
the wounds and to bring back sanity 

I'm certainly not an isolationist but it seems like our 


government is more concerned about other shores than our 


own. Ships. troops and guns are rushed to Lebanon, or to 
We are spending billions 
trying to outwit the Russians in reaching the moon, or in 


Formosa even to Venezuela 


putting more satellites into orbit. The Secretary of State rushes 
to London, Paris, Berlin, etc.. to protect democracy and sell 
the American way of life.” George Allen goes on television 


to explain the Voice of America how important it Is to 
sell “our way of life \ beer company in its commercials 
tries to explain “the American way of life” as a search for 
the finer things an upgrading in quality. Must sound 


Strange to the segregated 

What we need is a Secretary of Something to rush around 
to the troubled shores of America to make them safe for 
democracy. If even a small part of the money poured into 
foreign shores had been spent years ago on better schools 
better living conditions for, and understanding of, the minority 
groups we wouldn't have the serious problems of today 
We wouldnt have Negro 
churches, high schools 

How can we expect our children to grow up as sane in 
dividuals when their elders advocate open defiance of the 
law? Some of the radical hotheads claim the Supreme Court 
has usurped the functions of making laws. It just isn't so 
The Supreme Court rules on cases brought before it. It rules 
on constitutional points involved in those cases. The Supreme 
Court has ruled unanimously in many cases that segregation 
is) unconstitutional Anyone who has studied the workings 
of the Supreme Court Knows that unanimous decisions are 
an exception rather than the rule. Over the years, split 
decisions have been many and close. Five to four, or six 
to three. Lawyers have religiously studied minority opinions 
as guides for future arguments. But there have been no 


bombs destroying synagogues. 
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minority opinions on the unconstitutionality of segregation 
It is therefore legally wrong. A vast segment of decent think- 
ing people agree that it is morally wrong 

The old traditions of Slavery days still exist in the hearts 
and minds of the descendants. Those hearts and minds have 
to be healed. It will take time, but it can be done if strong 
leadership comes from the top and from the churches. 

Governor Collins of Florida put the truth accurately when 
he said recently: “If citizens can choose the decisions of the 
Supreme Court they like to live by and disregard the ones 
they do not like, law and order will soon disappear.” And 
yet no one In government seems particularly alarmed when 
Florida persistently resists all attempts at desegregation: when 
Governor Faubus viciously and arrogantly defies the law: 
when Governor Almond of Virginia shuts down the schools 
to avoid integration, although the Supreme Court unanimously 
has ruled against “all evasive tactics.” 

Let’s get going with a new Secretary of Something to 
worry and do something about our own shores. Someone 
with faith and fire to solve not only the Negro problem 
but all the intolerances against such groups as Americanized 


Mexicans, Chinese, Puerto Ricans not forgetting the 
American Indians 
Of course, in all these arguments and discussions . States 


Rights must be proclaimed. The government cannot interfere 
with the sovereignty of the great State of Arkansas or Vir 
ginia, etc., shout the politicians. But let some disaster or 
emergency occur and the great state rushes to Washington 
for federal aid. We are a long way off from the horse-and 
buggy days when it took months for the legislators and execu- 
tive branches of the government to assemble in Washington 
Soon in the jet age it will be only a few hours between New 
York and Los Angeles. It’s only 6% hours now to London 
The world is shrinking. States are not nearly as important 
as they once were. Dots on the world map. Most can be 
flown across in less than an hour. No state should be more 
important than the federal government and the laws of the 
land 

A few screwball politicians in some states have even tried 
to legislate the NAACP out of existence. If that can be done 
in the case of one minority group seeking to improve its 
position (struggling for “the finer things” as described in the 
beer commercials), other crackpots could try to smother the 
Knights of Columbus, or the Masons, or the B'nai B'rith, ot 
even the Presbyterian Assembly 

Whenever you argue with a bitter-ender who fears desegre 
gation, the old chestnut comes out, “You wouldn't want your 
daughter to marry a colored man, would you?” It’s a stock 
question of the Kasper followers and it’s a phony. Nature 
has a way of taking care of such things. Watching the birds 
in the garden teaches that lesson. The mocking birds, robins, 
cardinals, blue jays, black birds, quail, woodpeckers, etc., use 
the same trees or wires for perching, the same air for flying, 
the same yards and bushes for foraging but each finds 
its mate within its specie. It's the same way within a com- 
munity, or even at a convention. Those with similar tastes, 
standards, or behavior patterns gravitate together. But all 
share the same advantages 

Why don't the hotheads whose attitudes encourage the 
bombing of high schools and synagogues realize that obedience 
to the law is inevitable? Instead of fighting against the law... 
why not plan for the inevitable? Sit down and work out the 
best solution for each locality. It won't be easy but it 
can be done if we don’t want to make a mockery of “the 
American way of life” which we are trying to sell on 
foreign shores 


Maybe the earlier experiments have been all wrong. . . try- 
ing to start desegregation at the high school or graduate level 
Perhaps it should start at the kindergarten level . . for 


children have no prejudices. They learn all their prejudices 
at the family dining table, when a disgruntled father rails 
about the kikes, or the niggers, or the micks, or the dagoes, 
etc. Maybe the young minds can be conditioned so that law 
and order will be preserved. It’s up to all of us to think 
about it, talk about it, help find solutions. Demand solutions! 
And above all . don't be afraid to talk. Too many are 

Although some of you may not agree with me, I recom- 


: ax 


mend a tolerant attitude to all those who make their living 
writing words intended to induce people to buy or do some- 
thing. If you are radically intolerant, you can’t think straight: 
you can't influence people if you don’t like people. Intolerance, 
segregation, disrespect of the law, degrades not only the vic- 
tims but also the proponents of the degradation 


IN SPITE OF some Federal Trade Commission actions 
mail order “franchise” promotions are growing. In_ these, 
the promoters offer to the gullible, alluring promises of 
fabulous wealth. No experience necessary. Very little capital 
Pleasant, easy work. Many innocent people have been de 
ceived by these appeals. Some have lost their life savings 
The question to ask always on these offers: “If the scheme 
is SO profitable, why doesn’t the promoter keep it to himself?” 
Any good businessman would. But no he wants others 
to take all risks of mailing, and to buy catalogs and goods 
from him. 

The worst case recently was a four-page “special feature” 
in Mechanix Illustrated. It was set to look exactly like edi 
torial matter, but on bottom of each page in tiny type was 
“(Advertisement).” The title: “How to Start Your Own Mail 
Order Business.” Subhead: “You can make a fortune by mail 
New firms will set you up in a fabulous mail order business 
of your own! They'll make up your catalogs, prepare your 
advertising, supply mailing lists and even ship your products 
for you!” The final plug: “Write for free information about 
these valuable franchises.” Other similar offers are appearing 
in the mail from all over the map 

One fellow in New England, who recently was stopped by 
the FTC for his exaggerated franchise claims has started 
up again under a different name Another fellow in the 
Midwest claims he started his plan with a borrowed $32 and 
within a few months was netting better than $2,000 per month 
Now he wants to share the plan with others 

Let’s get this straight there have been plenty of indi- 
vidual mail order successes. We've told about them in The 
Reporter. Most of the big, well-known successes were started 
by an individual and largely by accident stumbling onto 
a unique service or product. But behind all these successes 
were some mighty important elements a keen sense of mer- 
chandising; a love of selling; a friendly personality; ability 
to write; a willingness to work endless hours. These successful 
people gradually built customer confidence, name identity and 
they continued to grow 

But no franchise promoter in the world can put a raw 
beginner in business with ordinary products or services and 
with no merchandising experience and little money. Hope 
Reporter readers will pass along this information when ques 
tioned by friends or employees. “Investigate before you invest” 
is the best slogan 

One other point should be made clear: There are some 
legitimate franchise or catalog deals. We are not talking 
against them Many long-established and reputable retail 
stores have increased their business tremendously by setting 
up a mail order department and purchasing imprinted syn 
dicated catalogs and/or mailing pieces. That’s another story 
The companies already had name identity, a good reputation, 
the people on mailing list knew them, trusted them. The 
goods offered are well-known. The purchaser has no doubts 
But this is a far cry from trying to seduce inexperienced 
people to set up shop on a shoestring and to offer sometimes 
worthless material to lists of people who do not know the 
novice 

Okay that’s off our chest for the present 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: J Uniper 4-3848 
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CHICAGO 


leads the way in 
further increasing the effectiveness of mail 
advertising . . . a medium already proved the 
most selective, best read, best remembered 
and most persuasive. 

With one of the nation’s largest data- 
processing installations, R. L. Polk & Co. can 
now select . electronically and automati- 
cally . . . specific individuals or groups that 
comprise your prime market. Selection is 
made from the 60 million families who are 
America’s most active buyers. 

Other new electronic equipment, much of 
it designed and perfected by Polk’s own 


R-L:-POLK & 


publishers 
431 Howard Street ° 


CLEVELAND NEW YORK 


engineers, permits accurate, high-speed 
addressing, handling and mailing of your 
advertising messages. 

These developments further underscore 
R. L. Polk & Co. leadership in mail adver- 
tising. This leadership has been maintained 
by such Polk accomplishments as the client- 
agency-publisher concept of mail advertising 
. . . the most comprehensive research of the 
medium ... the performance of custom, high- 
volume work for many of the nation’s lead- 
ing advertisers. 

This know-how is at your direction—to make 
your 1959 merchandising more productive. 
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Detroit 31, Michigan 


PHILADELPHIA ST. LOUIS 


TRENTON 
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AND HERE’S WHY SHE DOES... 


Because “I receive money saving coupons Das fact “All my friends. Mr. Grocer, Dry 


from both local and national retailers addressed Cleaner, Hardware Dealer, Department Store 
OCCUPANT.” 
nee Manager and all my neighborhood retailers 
Because “I receive Sales Circulars and other ‘woo’ my household dollar with the affectionate 
valuable money saving information addressed term OCCUPANT.” 


OCCUPANT. My OCCUPANT MAIL 


truly saves me shopping time.” 
: ppine It's a common known fact that Mrs. America 


Because —“\ save money .. . stretch my controls America’s “purse-strings” . . . and sales 
household dollar . . . by watching the mailbox messages directed to her that “ring the bell” . . 
daily for news of ‘specials’ sent to me addressed mean SALES. OCCUPANT MAILING LISTS 
OCCUPANT.” OF AMERICA specializes in reaching Mrs. 

It'4 trae —My OCCUPANT MAIL has America daily . . . in cities, villages and farms 
become a part of my daily living pattern. | across the entire nation. May we open the 
rely on it for all types of ‘buying’ information.” “purse-strings” of America for you? 


“Divisto RING co. 
“DOCUPANT. UST MAILERS. 
S.L. “Les” Cullman, Pres. 
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